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“Army texts help soldiers pre- 
pare for postwar jobs,” the story 
says, and maybe this is the way 
to build a fire under some of those 
easy-going job-holders at home. 


All five Chicago newspapers 
were publicized in recent promo- 
tion of the Philadelphia Inquirer, 
a kind of cooperative advertising 
even Wright Patman could ap- 
prove. 


| 


The New Republic chimes in 
with the anvil chorus against 
Reader’s Digest, which apparently 
is going to have to be loved for 
some of the enemies it has made. 


John Glass, just advanced to 
retail advertising manager of the 
New York News, was once adver- 
tising director of the Detroit Mir- 
ror, an obvious case of manifest 
destiny. 


Jim Mangan and Mills Indus- 
tries have come up with a brand 
new idea for getting employes to 
help recruit workers, and you'll 
have to give credit for another 
Mills Novelty. 


After reading about BBDO’s 
Jean Rindlaub and Gardner’s Bea 
Mecchella, almost anyone will 
admit that woman’s place is.in the 
copy department. 


They are now printing so many 
stories about the wonders of peni- 
cillin that sooner or later someone 
is going to tip you off to the cor- 
rect pronunciation. 


Maurice Bergman insists that 
picture exhibitors “should be con- 
cerned with ideas and inspiration 
rather than economics,” but even 
a movie man has to eat. 


“The Cross Gear & Machine 
Company, Detroit,” reports Apver- 
TISING AGE, “has changed its name 
to the Cross Company.” 

And what with labor troubles, 
renegotiation and excess profits 
taxes, you really can’t blame it. 


Charlie Michelson, who helped 
F. D. R. write his speeches for 12 
years, tells about “Roosevelt—The 
Enigma,” in the American Maga- 
zine. Nobody can be a hero to his 
valet, or much of an enigma to his 
ghost writer. 


“The FTC is probably sincere. 
It merely lacks imagination,” says 
Emanuel Jacoby in a letter to the 
editor of ApvVERTISING AGE, but 
perhaps it should have gone to 
The New Yorker’s Department of 
Understatement. 


“The information which Better 
Homes & Gardens gives its readers 
on food gardening problems is real 
down-to-earth help that suits 
reader needs exactly.” 
q~ that’s exactly what it has 


= = 


“The great trade journals are 
often read principally for their 
advertising,” pontificates Richard 
H. Rovere. 

Thanks for the compliment, 
Stranger. 


Copy Cus. 


TS 30 MILES TO | 
THE AIRCRAFT PLANT... 


“Sure glad Fee 
gota FORD!”"== 


FORD MOTOR ComPANT 


OPENER—Ford Motor Co. launched an 

institutional campaign in newspapers 

with this 1,000-line ad using a testi- 
monial theme. 


Institutional Copy 
Starts New Series 
for Ford Motor 


Aimed at Reselling 
Owners, Clinching 
Postwar Buyers 


Detroit, March 16.—Ford Motor 
Company this week launched 
newspaper advertising—its first 
since the appointment of J. Wal- 
ter Thompson Company late last 
year—which definitely broke with 
recent automotive advertising tra- 
dition by stressing a straight insti- 
tutional approach, obviously de- 
signed to resell present Ford own- 
ers on their cars, and to pave the 
way for greater public acceptance 
of new models when they are 
available. 

Initial newspaper copy, which 
broke in 1,000-line space this week, 
is built around a testimonial from 
F. Nelson Breed, described as an 
architect and aircraft plant execu- 
tive, who says: “It’s 30 miles to 
the aircraft plant. . . Sure glad 
I’ve got a Ford!” 

Mr. Breed, despite being an 
“architect and aircraft plant execu- 
tive,” turns out to be the owner 
of a 1931 Ford, which gives him 
an exceptional opportunity to tell 
how, despite the fact that he 
crowds on mileage each week, “the 
old bus seems to thrive on it,” 
and “repairs have been few and 


(Continued on Page 52) 
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War Department 
Auditors Disallow 


House Organ Costs 


Hold Publications 
of Aircraft Makers 
Carried to Extremes 


By STANLEY E. COHEN 


Washington, D. C., March 15.— 
The comptroller general’s cam- 
paign to reduce the allowance for 
advertising and other non-manu- 
facturing costs in war production 
apparently yielded token success 
this week when War Department 
auditors disallowed claims of two 
large airplane manufacturers for 
house organs, allegedly necessary 
for the maintenance of employe 
morale. 

Definitely limited in their scope, 
the rulings nevertheless indicated 
that widespread Congressional 
criticism of allowances in war 
contract settlements is sinking in, 
and that War Department officials 
will be increasingly reluctant to 
approve elaborate projects for 
worker morale or other purposes. 

This type of allowance has been 
commonly granted under cost- 
plus-fixed fee contracts, where 
military procurement officers are 
free to determine the items that 
will be acceptable under Treasury 
decision 5,000, the standard au- 
thority on the type of expenses 
which are to be considered as 
necessary costs in filling contracts. 


Many Items Accepted 


Until recently, such items as 
house organs, rallies, donations to 
local charities, and a small amount 
of local newspaper space and radio 
time for special purposes had been 
accepted as necessary adjuncts to 
the operation of plants engaged in 
war work. 

Many months ago, Comptroller 
General Lindsay Warren, asserting 
that large sums of money were 
being wasted on such projects, ap- 
pealed to the House military af- 
fairs committee to give him the 


(Continued on Page 53) 


‘It's Spam, and to Hell 


with It,’ Says 


AFM Sees Bright 
Side to WLB Panel 


Report on Records 


Washington, D. C., March 15.— 
Although planning an eventual 
appeal to the Supreme Court if 
necessary, Joseph M. Padway, 
counsel for the American Federa- 
tion of Musicians, this week termed 
a WLB panel report on the AFM 
recording dispute “a vindication 
and a victory.” 

The panel, reporting to the full 
War Labor Board, in a 2 to 
decision Saturday urged it to order 
the union musicians to resume 
making records for the Columbia 
Recording Corporation, RCA Vic- 
tor Division, and the NBC Radio 
Recording Division. 


‘No Basis in Law’ 


This recommendation, said Mr. 
Padway, has no basis in law and 
is erroneous. As for the report 
itself, he said, it is “completely 
favorable” and “virtually accuses 
the employers of sophistry in their 
arguments against us.” The AFM 
ban on recordings went into effect 
Aug. 1, 1942, with the union con- 
tending that “canned music” cre- 
ated unemployment. 

The panel report was viewed by 
numerous pttblications as: the first 
serious setback for the AFM and 
its president, James C. Petrillo, 
since it upheld the contention of 
recording companies that the AFM 
ban amounted to a strike. The 
special panel, however, held that 
AFM demands for payment direct 
to the union for each record sold 
were not opposed to “social policy.” 

Among 59 smaller record and 
transcription companies which 
agreed to pay fees and resume 
work, Standard Radio, Chicago, 
pointed out that should the WLB 
uphold the panel’s recommenda- 
tions, “our own present deal with 
the AFM will be nullified.” It 
said it would have continued to 
fight had its interests been as 
varied and involved as the leaders. 


Last Minute News Flashes 
Sterling to Use Full NBC Net for Seven Shows 


New York, March 17.—All seven programs now sponsored by Sterl- 
ing Drug subsidiaries, heard over an average of 63 outlets for each 
show, will soon be expanded to the full NBC network of 125 stations. 
These programs include four daytime serials and three evening half- 
hour musical programs, the latter being “Waltz Time,” “Manhattan 


Merry-Go-Round,” and 


“American Album of Familiar Music.” 


Dancer-Fitzgerald-Sample is the agency for all the programs, which 
are produced by Frank and Anne Hummert, formerly with the now 
dissolved Blackett-Sample-Hummert agency. 


Schenley to Name BBDO for Cresta Blanca 


New York, March 17.—Schenley Import Company, subsidiary of 
Schenley Distillers Corporation, will shortly announce the appointment 
of Batten, Barton, Durstine & Osborn as agency for Cresta Blanca 
wine. William H. Weintraub & Co. this week announced its resigna- 
tion of the Cresta Blanca account, effective June 1. 


Jewel Tea Names Goodkind, Joice & Morgan 

Chicago, March 17.—Jewel Tea Company, Barrington, has appointed 
Goodkind, Joice & Morgan, Chicago, as its agency for Jewel food 
stores and home-service routes, it was announced today by J. Raymond 


Hulbert, advertising manager. 


Daily spot announcements are being 


used on WBBM, Chicago. Further plans are not yet complete. 


Fitzgerald Joins Dancer-Fitzgerald-Sample 


Chicago, March 17.—Edward J. Fitzgerald, formerly vice-president 
of Erwin, Wasey & Co., and of Donahue & Coe, where he specialized 
in the handling of drug accounts, has joined Dancer-Fitzgerald-Sample 
as an executive on the American Home Products account. 


Army Paper 


Hormel Wonders if 
Unsought Publicity 
Will Help or Hurt 


Chicago, March 17.—The hidden 
reefs which confront the energetic 
maker of branded goods who has 
met Army demands for supplies so 
well that he- has “saturated the 
market” were exposed to public 
view again this week as George A. 
Hormel & Co., maker of the sensa- 
tionally successful Spam, and 
butt of endless Army jokes, got a 
pretty rough going-over from 


1 | Yank, the official Army newspaper. 


In its March 10 issue Yank de- 
voted the major part of one page 
to a huge picture of an Army pri- 
vate behind a mountainous pile of 
Spam at a QM depot in North 
Africa, declaring in an acid cap- 
tion: 

“We still say it’s Spam, and we 
still say to hell with it. Accord- 
ing to Hormel & Co., maker of 
Spam, the Army never bought a 
single case of the stuff; what we’ve 
been eating, Hormel says, is really 
luncheon meat. But here is Pvt. 
Eugene C. Rohr of New York City, 
up to his neck in part of a ship- 
ment of 850 cases of Spam at a 
QM depot in North Africa. Each 
of the cans was stamped by an 
Army inspector when it was pur- 
chased — September, 1943. Curi- 
ously enough, the packages from 
which these cans of Spam were 
taken are all labeled ‘luncheon 
meat.’ It’s still Spam, and we still 
say to hell with it.” 


‘Yank’ Withholds Picture 


Asked by ApvertTistnc AcE for 
permission to reproduce the Spam 
illustration, Yank reported that 
this illustration could not be re- 
leased, 

_ Spam has been the butt of Arm 

jokes in every part of the world, 
as well as of civilian jokes. The 
March Fortune, for example, de- 
votes a page to relating some of 
the not-too-refined doggerel which 
the Army has written in Spam’s 
honor, and says, “The great Army 
gripe of World War II is expressed 


NBC War Clinic 


Asks Guarantees 


of Radio Freedom 


Chicago, March 16,— Federal 
legislation affirming radio’s right 
to freedom, comparable to free- 
dom of speech and freedom of the 
press, was asked by 60 NBC-affili- 
ated radio station executives here 
yesterday at the third annual 
NBC war clinic. 

The executives, representing 32 
midwestern stations, supported the 
position taken by Niles Tammell, 
NBC president, in his appearance 
before the Senate interstate com- 
merce committee last December. 

The principles endorsed by the 
group include: future radio legis- 
lation should guarantee radio full 
rights under the first amendment 
to the constitution; should prohibit 
the FCC from exercising business 
or program control over stations; 
should provide for long-term radio 
station licenses; should provide 
that license revocation should be 
made only following government 
suit and trial by jury; should pro- 
hibit the FCC from administerin 
the anti-trust laws; and shoul 
prohibit discrimination on the 
basis of occupation or business in 
the grant of station licenses. 


| 
° 
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in a well-known four-letter wora: 
Spam.” 

Fortune adds, however, that 
Hormel “is not bothered at all. It 
thinks it can foretell the postwar 
effect of Spam’s present world- 
wide notoriety. It thinks it will 
be very good.” And it adds that 
Chicago meat packers, who sell 
competitive canned luncheon 
meats to the Army, agree that 
Hormel is right in discounting the 
postwar antipathy to Spam and to 
all similar products. 


Hormel Reveals Doubt 


But Jay Hormel, president of the 
packing company, in a conversa- 
tion with ADVERTISING AGE today 
implied that the company is not 
quite so complacent. The com- 
pany is not doing anything about 
the ribbing and is fervently hop- 
ing that it all comes out pleas- 
antly, but there is at least a tiny 
bit of doubt in Mr. Hormel’s 
mind, and he is especially con- 
cerned over the possibility that 
some soldiers may get the idea 
that the makers of Spam are “‘put- 
ting something over” on them. 

“That caption in Yank is either 
partly a misstatement or a misun- 
derstanding,” he said. “The Army 


has bought Spam on occasion, and 
on occasion it has bought a pork 
luncheon meat on_ specification 
which is practically the same as 
Spam. So sometimes Spam turns 
up and sometimes ‘luncheon meat.’ 
But there’s no deception involved. 
‘Luncheon meat’ is the generic 
term for this product; Spam is our 
trade name.” 

“TI wish I knew whether all this 
ribbing and publicity will be good 
or bad,” Mr. Hormel said. “What 
do you think? And assuming that 
it might be bad, just what can we 
do about it? We’re not concerned 
about the good-natured ribbing, 
but we naturally don’t want any- 
one to get the idea, erroneous as 
it may be, that there are any she- 
nanigans involved.” 

Heretofore Hormel has repro- 
duced cartoons and good-natured 
jibes at its product in its own 
house organ, but has generally 
refused to enter into any public 
discussion. Mr. Hormel indicated, 
however, that if the company can 
determine some manner in which 
it might explain the situation ac- 
curately, it might take action along 
this line in the near future. 

As in the case of Larus & Bro.’s 
Chelsea cigarets, reported in the 


Jan. 31 issue of ADVERTISING AGE,|} war. Other packers who have 
the “Spam case” presents one of|similar products, such as Armour’s 
those nearly insoluble problems|Treet, Wilson’s Mor and Swift's 
which are likely to plague more|Prem, have also cast interested 
and more suppliers of branded|eyes at the English market and 
goods before the war is over. apparently feel that the wartime 
Vast quantities of Spam, of|experience of civilians there will 
competitive products, and of un-|be helpful, rather than harmful, in 
identified pork luncheon meats | developing substantial sales in this 
have been supplied not only to the | market. 
armed forces but to civilians, be- In the meantime, Spam is the 
cause the product contains nour-| hero and the villain in cartoons, in 
ishment in concentrated form, does| English musical comedies, in sol- 
not spoil easily, and contains no/|dier bull sessions. The only prob- 
waste. When Spam _ was first/lem is, is all this publicity and 
shipped to England in huge quan-| notoriety going to help or hurt 
tities, it was an extremely wel-| postwar sales? 


cet but, exacty as in te A 

Chelsea, it quickly became too ar ts N ew 
Institutional 
Series of Ads 


much of a good thing. Because 
little else was available, Spam and 
(Picture on Page 55) 
New York, March 15.— General 


its counterparts were frequently 
Motors Corporation this week be- 


THE POWER 


A competent typist gives no thought to the location of the various 
keys on her machine. Instinctively, her trained fingers seek them out, 


for their position is firmly fixed in her mind. 


Instinctively, the people of Southern New Eng- 
land turn to WTIC for the best in radio. This is 
a habit, too . . . a habit which can spell sales and 
profits for the advertiser who capitalizes on it. 

The constant and attentive audience which 
WTIC enjoys possesses (according to the latest 
Sales Management figures) a buying income 


IN SOUTHERN NEW ENGLAND 
PEOPLE ARE IN THE WAKE OF LISTENING TO WTIC 


more than 60% greater than the average for the 
entire country. Convince these people of the 
merits of your product. They can afford to buy 
it...and they will. 

Get into the habit of getting results in Southern 
New England by allocating a part of your radio 
appropriation to WTIC. 


used as the base of as many as 12 
meals in a single week, and as one 
Chicago meat merchandiser 
pointed out, “No wonder people 

got tired of it.” 

Spam is undoubtedly now the| gan a new series of institutional 
best known American product in|ads pointing out ways in which 
England, and Hormel has long| peacetime developments are prov- 
been reported planning intensive | ing useful to the war effort. 
sales cultivation of the English] Captioned “Twice in a Lifetime,” 
and European markets after the} the first ad tells the story of Freon, 

a non-toxic refrigerator com- 
pound, developed a dozen years 
ago by General Motors research, 
which is now proving exception- 
ally useful to the armed forces as 
a protection against malaria-carry- 
ing :nosquitoes. 

Full pages in four colors and 
black-and-white are being used in 
18 weekly and monthly magazines, 
in addition to seven business pub- 
lications. 


Arthur Kudner, Inc., is the 
agency. 
Bel Geddes Dissolved 


The co-partnership which Nor- 
man Bel Geddes, industrial de- 
signer, entered last year with 
Roger L. Nowland, Peter Schlad- 
ermundt and Katherine B. Gray, 
known as Norman Bel Geddes & 
Co., New York, has been dissolved, 
effective March 15. Mr. Bel Geddes 
will continue to conduct business 
individually under the same name 
at 50 Rockefeller Plaza, New 
York. 


To Hillman Periodicals 

Art H. Moulton, for the past 12 
years western manager of Popular 
Publications, has joined the Chi- 
cago office of Hillman Periodicals, 
where he will assist Sid Kalish in 
the western territory. 


McDonald Drops Post 


Roy M. McDonald, San Fran- 
cisco, has resigned as business 
manager of Western Advertising 
and will continue operation of his 
publishers’ representative business. 


Sales ‘Gravy Train’ 
Near End of Run, 


Marketers Warned 


New York, March 14.—“The 
gravy train we have been riding 
saleswise for the past three years 
is about to pull into the terminal” 
and salesmanship and marketing 
face a big job in the postwar 
period, Donald G. Mitchell, vice- 
president of Sylvania Electric 
Products, Inc., told the spring con- 
ference of the Associated Chain 
Drug Stores here yesterday. 

Much of the future of free 
enterprise, he maintained, lies in 
the hands of marketing executives, 
They face the gigantic task of 
stimulating sales of their respec- 
tive company products in vastly- 
changed markets during the next 
decade, he said. 

Surplus goods in the hands of 
the government at the end of the 
war will total $50,000,000,000 to 
$75,000,000,000, compared with a 
$7,000,000,000 surplus at the end 
of World War I, Charles H, Lip- 
sett, publisher of the Daily Metal 
Reporter, told the conferees. It 
took six years to liquidate the 
World War I surplus, he said, and 
10 to 15 years may be needed to 
dispose of the present govern- 
ment-held goods. 


Watch Production Doubtful 


J. J. McClellan, vice-president 
of William L. Gilbert Clock Cor- 
poration, Winsted, Conn., said 
4,000,000 to 6,000,000 clocks will 
be produced for civilian use this 
year, substantially below the num- 
ber needed to fill present require- 
ments, but there is only a slim 
prospect that civilian watch out- 
put will be resumed. He added 
that while there may be some 
watch production this year, the 
earliest it can be resumed will be 
late this fall. 

Tooth brush sales last year 
were substantially ahead of 1942, 
J. T. Woodside, president, Weco 
Products Company, Chicago, de- 
clared. During 1943, 162,000,000 
brushes were produced, of which 
112,000,000 went to civilians, re- 
flecting the benefits of the educa- 
tional campaign being conducted 
by manufacturers and druggists. 
This campaign should be broad- 
ened, he said. 

Soda fountain supplies will be 
short for a considerable length of 
time, according to Harry Cook, 
vice-president Liquid Carbonic 
Corporation, who said that even 
with the end of the war, manu- 
facturers will be able to take care 
of only the most needed replace- 
ments. New soda fountains pro- 
duced immediately after the war 
will be much the same as prewar 
models, with improved types to 
come much later, he predicted. 


Armstrong Cork, Consolidated 


... to name a few. 


Read why 
Leading Advertisers send 
their Kodachromes 
to Hollywood 


We service Sunkist, T W A, Cole of California, Four Roses, 


Douglas, Lockheed, Meredith Publishing, Foote, Cone & Belding 


Our customers like Chromart Prints better than Kodachrome 
Films as copy for platemaking because .. . 


1) Engravers, harassed by shortages in men and materials, are 
on sure ground with fine “flat copy” such as Chromarts. 


2) Chromart Prints can be displayed, okayed, pasted into art- 
work, airbrushed for last-minute changes. 


Our customers send us their finished Kodachromes because, they 
tell us, nowhere else can they obtain color prints fine enough to 
serve as artcopy for the making of top-quality printing plates. 
Chromarts from $44. Investigate! 


PHOTOCHROME 


837 North Fairfax Avenue 


Steel, Boeing, North American, 


Hollywood 46, Cal. 
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IMPORTANT SEGMENT 


INSTITUTIONAL MARKET 


Your total Institutional 
includes the following 
tions: 


e HOTELS 
HOSPITALS 

e SCHOOLS 

RESTAURANTS 


e INDUSTRIAL CAFETERIAS 


e COLLEGES 


e@ PUBLIC INSTITUTIONS 
e YMCA’s and YWCA’s 


e RAILWAY SYSTEMS 
STEAMSHIP LINES 
e PUBLIC BUILDINGS 


© OTHER INSTITUTIONS 


and . .. for the duration of the war—in 
addition to its regular circulation, INSTITU- 
TIONS Magazine is being sent 
of mass housing and mass 


feeding products for those directly engaged 


and specifiers 
in the war effort. 


of Agriculture, the Department 


and other Washington ight on in- 

draw the spot! ut: 
helpers cafeteria, where it retth oF 
ably today. 


Market 
Institu- 


Tae institutional market as a whole totals 
91/4 billion dollars. Industrial cafeterias comprise one 
of the most rapidly growing segments of this market. 
These alone offer a potential market to manufacturers 
of equipment, food products and supplies amounting 
to over one billion dollars. 


INSTITUTIONS Magazine has just completed a 
comprehensive survey based upon direct personal 
contacts by our full-time field representatives to de- 
termine 1944 characteristics of the in-plant feeding 
market. The questions circled in the illustration above 
cover some of the basic factors studied. The final 
tabulations show, among other things, that 1944 will 
bring about a 60°, expansion of existing industrial 
cafeteria facilities which will require new equipment, 


to 


... Total Institutional Market Equals $9.25 Billions! 


An 


Magazi 
Markey Study 


Growth? 
and Seppiies? 


One of a series of market studies by 
INSTITUTIONS Magazine. 


furnishings, food products and supplies for 2,725 new 
installations with a seating capacity of 923,800, and 
with a daily meal output of 4,270,000. ° 


_ Complete results of this survey have been published 
in booklet form as indicated in the illustration above. 


The industrial cafeteria segment of the institutional 
market is reached through INSTITUTIONS Magazine. 
This is the only single publication which also reaches all 
related elements of the 9!/, Billion Dollar big-con- 
sumer, mass-feeding and mass-housing market com- 
prising the total institutional field. 


Full details covering both the total institutional 
market and the industrial cafeteria segment are 
available in booklet form upon request. 


Consult Your ADVERTISING AGENC 


secure detailed information on this subject or on INSTITUTIONS Magazine and the institutional field as a whole, Consult Your Advertising Agency, or 


use the coupon below. ' 


The statistical data obtained through INSTITUTIONS Magazine's survey of 
industrial cafeterias has been placed in the hands of advertising agencies. To 


Roosevelt Urges 
in-Plant Feeding 


PA Overhauls Instity 
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“BETTER DISTRIBUTION 


American Hotel Asso. 
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Seo story, this pege 


Prairie Avenue, Chicago 16, USA 


New Ration Plan Will 
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35 Cents Copy, 
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UTIONS MAGAZINE 
1900 PRAIRIE AVENUE 
CHICAGO 16, LL. 
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Westinghouse Sold 
on Value of Its 
Educational Work 


Many Activities Are 
Directed to Youth 
and School Teachers 


(Picture on Page 55) 

Pittsburgh, March 16.—One of 
the country’s pioneers in advanc- 
ing youthful education in science, 
Westinghouse Electric & Mfg. Com- 
pany is currently engaged in a 
number of educational and youth 
activities designed to be of real 
service to students and at the same 
time to create an attitude toward 
Westinghouse which will not only 
create favorable public acceptance 
for the product, but which will 
also help to insure that the com- 
pany’s scientific departments have 


no difficulty in adding to, or re- 
placing, manpower. 

Westinghouse has just completed 
sponsorship of its third annual 
“science talent search,’ which is 
conducted by Science Clubs of 
America and administered by Sci- 
ence Services, with Westinghouse 
footing the bill. In this annual 
“search,” 40 youths are selected, 
by competitive examination, from 
among the ablest high school and 
preparatory school seniors in the 
country. They are taken to Wash- 
ington for a five-day Science Tal- 
ent Institute course, after which 
Westinghouse Science Scholarships 
ranging up to $2,400 are awarded 
them. 

In announcing completion of this 
year’s competition, Westinghouse 
adopted an unusual contest adver- 
tising technique by localizing all 
advertising to feature winners 
from the vicinity in which the 
advertising was run, using large 
photos and biographies of the local 
winners, without identifying other 
winners. 

In another phase of its edu- 
cational program for youth, West- 
inghouse has been running, through 
Ketchum, MacLeod and Grove, an 
unusual series of advertisements 


in Grade Teacher and The In- 
structor, with purely educational 
copy explaining the operation of 
various electrical products and 
appliances. Seven two-color pages 
have already run in the series, 
each devoted to a different sub- 
ject, and it is reported that reac- 
tions from teachers and students 
have been so favorable that the 
series will be continued indefi- 
nitely. 


Ads Explain Devices 


In each instance approximately 
half the page is given over to a 
sectional drawing of the device in 
question, with the remainder giv- 
ing the product’s history and ex- 
plaining its operation by reference 
to various sections of the draw- 
ing. In each case a 25 x 36-inch 
enlargement of the advertisement, 
for use as a wall chart, is offered 
to teachers free, and some idea of 
the popularity of these charts may 
be gained from the fact that, in 
addition to requests which have 
gone directly to the company, the 
coupon section of The Instructor 
has pulled well over 6,000 re- 
quests. 

Not all of Westinghouse’s edu- 
cational activity involves school 
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It is 175 Miles from Omaha 


Always think of 


Herald as a newspaper reaching—not 
only EVERY worth-while home in 
Omaha... but ALSO 66% of the folks 
in 113 of the state’s largest cities and 
towns! .. . 45% of the homes in all 93 
Nebraska counties, plus 10 Iowa counties! 
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Onaha WORLD: HERALD 


One of the Nations Great Newspapers 


Owners and Operators of Radio Station KOWH 


these Merchants get the Benefit 
of 58% Coverage of Their City 


from the Omaha World-Herald! 


This unusually heavy market-wide coverage is worth 
keeping in mind when you're ready to introduce that new 
The Omaha World-Herald influences Omaha 
dealers and their customers . . 
and their customers throughout this 500-mile-long market. 


This market’s buying-power, right now, is at its all- 
Farm income is 54% above the national 
average! Omaha bank clearing percentages of gain have 
topped all other cities, month after month! 


We want you to know the complete story of this news- 
paper and its market. See our representatives, or write us. 


New York, Chicago, 


(Pop. 9,757) 


the Omaha World- 


. plus most of the dealers 


Detroit, Los Angeles, San Francisco 


a Special Baby Cereal based on 
genuine QUAKER OATS fortified with 
added Vitamin B,.. calcium .. phosphorus 


BABY 


Tt OF QUAKER Oats 


IT'S NEW—Quaker Oats Co. is using 

newspaper copy such as this in the St. 

Louis and Milwaukee markets for its 

new product, Baby Quaker instant 
strained oatmeal. 


children, however. More than 
10,000 appliance service men and 
women will receive specialized 
training during the Westinghouse 
“Conservice” schools this year, at 
which intensive training will be 
given in servicing and repairing 
all kinds of appliances. 


Service Schools Conducted 


Field service supervisors are 
conducting the schools, assisted 
by factory personnel and distribu- 
tor service representatives. Schools 
are being held for distributor serv- 
ice managers, dealers, dealer 
service men, and utility service 
men. 

This year new educational tech- 
niques will be used in_ these 
schools, with demonstration boards 
set up, composed largely of trans- 
parent plastics parts, so that actual 
operation of each device can be 
seen. The schools this year will 
also feature trouble diagnosis 
charts which list the steps to be 
followed in checking for various 
appliance troubles. 


Advertising Age, March 20, 1944 


Quaker Oats 


Baby Cereal 


Chicago, March 14.—With news- 
paper copy in two midwestern 
markets, Quaker Oats Company is 
introducing to mothers the newest 
of its huge family of cereals— 
Baby Quaker, an “instant strained” 
baby cereal. The new product is 
based on Quaker Oats fortified 
with vitamin B,, calcium, phos- 
phorus and iron. 
With distribution achieved in 
Milwaukee and in St. Louis, the 
company is using newspaper ads 
varying from 100 to 600 lines in 
those cities to describe the new 
product. Mothers are told that 
“Now you can give your baby all 
the benefits of whole-grain oat- 
meal plus nutritional fortification 
in this outstanding new cereal— 
prepared especially for the deli- 
cate digestive systems of babies.” 
Asserting that “Oatmeal leads 
all natural cereals in growth-giv- 
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foods a pleasant one.” 
like it, the ad says, “mainly be- 
cause it takes hardly a minute to 
prepare.” The food is prepar 
for the very earliest cereal feed- 
ing, copy continues, and mother 
are urged that “If your baby is 
not yet eating cereals, ask you 
doctor how soon you should feed 
Baby Quaker.” 
Ruthrauff & Ryan, 
handles the account. 


Editors to Meet 

The National Conference of 
Business Paper Editors, profes- 
sional organization of business 
paper editors affiliated with the 
Associated Business Papers, will 
meet April 14 at the Hotel Cleve- 
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Modern Industry 


LUNCH TABLE 
TOPICS 


Selected from March 15th, 


above 1941 levels for the 
immediate reconversion 
period, and drops to an 
average of 13% over pre- 
war prices for the long pull. 
» » Either figure is consid- 
erably below many price 
increases of from 25 to 40% 
currently being talked 
1944 about in the newspapers. » » 
Interestingly enough, from 
the data accumulated and 
analyzed, the appraisals and 


Postwar Population Map MI’s , 


Postwar Plans Editor, Arthur 
Pearce presents an extremely use- 
ful map, showing probable postwar 
population trends in the “areas of 
influence” of 137 important metro- 
politan centers. This appears on 


reasons for them showed 
little if any variation due to size of 
company or geographic location. 


Employee Research A new man- 
agement technique is helping some 
alert plants right now to answer 
the toughest question in the entire 


industrial relations field— “What 
are employees thinking about?” 
» » Accurate analysis of the an- 
swers can set in motion realistic 
policies which will prevent strikes 
and disputes, reduce absenteeism, 
curtail accidents, promote loyalty 
and develop mutual worker-em- 
ployer benefits. » » Kirk Earnshaw, 
MI’s Industrial Relations Editor 


tells how leading plants are carry- 
ing on this type of work and what 
some of the findings and results 
actually are. His report will be 
found on page 48 of Modern Indus- 


try for March 15, 1944. » » Says 
Earnshaw, “Basically, the job is 
one of finding out what the em- 
ployee thinks, or what he wants. 
Applied to the sale of merchandise, 
the same science is market research, 
determining what the consumer 
wants. » » Relatively few manage- 
ments actually know what their 
employees want. They know what 
management thinks the employees 
want. But once a company grows 
beyond the simplest unit, where the 
boss knows every man in the plant, 
the task seemingly becomes so 
complicated that it’s frequently 
neglected. Scores of personnel men 
tell Modern Industry that the 
weakest link in management is the 
lack of factual information on 
what employees are thinking.” 


APPROACH— 
with a Challenging Mind 


Modern Industry articles must con- 
tain useful, pinned-down, specific 
information. They must be timely, 
interesting . . . tell the story in un- 
derstandable vivid language. The 
articles must have breadth, depth 
and perspective . . . and extreme 
economy of wordage—to render es- 
sential service on 8 major fronts*— 
to 50,000 management men (first- 
readers exclusive of pass-a-long) in 
the 31,500 most important manu- 
facturing plants in the nation. 


*LOWER COSTS—MORE OUTPUT; PLAN- 
NING MORE SALES ; EMPLOYER-EMPLOYEE 
RELATIONS ; TRENDS & MATERIALS; ECO- 
NOMIC CONDITIONS; GOVERNMENT «& 
INDUSTRY; PUBLIC POLICY AFFECTING 
INDUSTRY ; NEWS INTERPRETATION, 


pages 46-47 of Modern Industry for 


March 15, 1944. » » Broad popula- 
tion shifts deserve important weight 
in assigning merchandising empha- 
sis, determining sales quotas, or- 
ganizing salesforces, allocating 
advertising, and locating outlets 
and warehousing facilities. Dr. 
Hauser, assistant director, U. S. 
Bureau of the Census forecast the 
metropolitan population shifts 
based on the registrations for ration 
books, March 1, 1943 and Census 
Bureau Data. » » Modern Industry 
in making this map, translated 
the data to an “area of trading 
influence” basis. A reprint is avail- 
able on request addressed to jla. 


Getting More Dough Employees 
can still be given raises in certain 
cases—a fact which should help | 
many employers, especially those 
now struggling to hold their per- 
sonnel against lush inducements 
offered them. » » MI’s Washington 
Editor, Henry Ralph holds forth on 
page 145 of Modern Industry for 
March 15, 1944... and after a care- 
ful reading of this clean-cut pre- 
sentation you'll qualify as a legiti- 
mate expert any time this pay- 
question comes up. 


Low-down on Post-War Prices 
A study of several hundred com- 
panies making both industrial and 
consumer goods which MI staff- 
editors conducted by mail and by 
personal interviews, is tabulated 
and interpreted on page 44 of Mod- 
ern Industry for March 15, 1944. 
» » As many expected, more than 
two-thirds of the companies reply- 
ing, predicted higher prices after 
the war than in 1941. » » The aver- 
age increase estimated is 18% 


RALPH McGRAW 
previously Editor of INDUSTRIAL 
MARKETING for ten years, before 
that—advertising and assistant 
sales manager for a Detroit cut- 
ting-tool manufacturer, sends 
greetings to his many friends 
and fellow NIAA-ers and 
wishes them to know that he is 
now Western Manager for | 
Modern Industry with head- 
quarters at 20 N. Wacker 
Drive, Chicago 6, Ill. | 


practically 
Mile Word!” 


“S 1yY...that’s practically a Mile a Word!” 


said a prospect, after being shown how 
Modern Industry gets put together. We felt 
he had given us a headline that sings. Let’s 
see if we can hum the tune for you... . 


To talk with key men with differing view- 
points on the same subject, our editors visit 
them wherever they are—north, east, south, 
west. This means travel, lots of it. Editors 
interview these key men at their offices and 
plants; examine company and production 
operations; talk to other personnel and 
company officers .. . do whatever eye-wit- 
ness reporting requires to bring back all 
the facts. 


Every article is field-researched by Modern 
Industry Editors . . . and staff-written. No 
printed article is the product of any one 
editor ... and there are 17 editors! 


Out of 10,000 words of first-drafting, for 
example, 2,500 words may be printed in the 


staff-written article and illustrated with the 
best story-telling pictures and charts. 
A couple of thousand miles of field-investi- 
gation-travel for a couple of thousand 
words net. -~ 


That's practically a Mile a Word ... in 
order to build Modern Industry articles 
which serve Industry's Management Men 
and can be put to service by them. (For 
rare editorial specifications, see box in 
upper right hand corner.) 


Common Understanding Opens All Doors 


Industry's on the move. There never has 
been a time when so much is going on that 
inevitably will give form to 40-X, In- 
dustry’s financial and production men are 
showing marketing and sales interest. 
Sales-minded men are broadening their 


' views of production. And Modern Industry 


provides the common meeting ground. 


As a result of our unique editorial ap- 
proach (in practice for 38 issues), here's 


what you get. You receive field-researched 
reports, condensed in non-technical, every- 
day English (facts and figures triple- 
checked for accuracy), fortified with story- 
telling pictures and charts. From this “inter- 
pretive journalism”, you absorb maximum 
information in minimum time. And you 
find enjoyment in your essential reading. 


Let’s see what the March 15th issue 
has for the sales-minded 

(1) Price Predictions on Postwar Products. 
CJ Check Your Distributing System Against 
this Map. () Legal Ways to Boost Wages 
and Salaries. [] Polyvinyl Chloride for New 
Plant and Product Uses. [) Meterology— 
Postwar Help for Industry. [] What Are 
Workers Thinking About? 


Subscription for One Year: $3.50 
Modern Industry 


The Staff-written Magarine of Interpretive Journalion 
347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive * CLEVELAND 14: 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 
ATLANTA 3: 1722 Rhodes-Haverty Building * LOS ANGELES 14: 403 West 8th Street 
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Issues Decal Chart 


A check-chart showing how to 
select and specify the right decal- 
comania nameplate for 16 different 
types of surfaces is being dis- 
tributed by the Meyercord Com- 
pany, Chicago decalcomania man- 
ufacturer. Published in file folder 
form to hold subsequent data 
sheets that will be distributed 
periodically, it also contains a 
check-list of 25 uses for Meyercord 
decals now used on 34 different 
types of combat equipment. 


Reduces Trim Size 


Motorboat, New York, has cut its 
trim size to 8% x 11% inches, 
effective with its May issue. The 
magazine’s standard type size, 7 x 
10 inches, will not be affected. 


Copy Always FITS... 


without bother of counting words! 


Handy card simplifies copy fitting. Merely 
set typewriter as indicated on card and 
8-pt., 10-pt., and 12-pt. copy goes line-for- 
line as you type it. Your copy blocks will 
FIT! Especially fine for newspaper work. 
Money back if not pleased. pa one by 
every typewriter. Per card $1. Gordon 
Smith Advertising Liberty: Building, 
Yakima, Washington 


Nelson Calls Auto 


Industry Unit to 
Plan for ‘X-Day’ 


WPEB Denies Forecast 
of Renewed Production 
by September 


Washington, D. C., March 15.— 
Apparently determined to quiet 
recurring rumors in the automo- 
bile industry that new cars would 
be produced by September, WPB 
Chief Donald Nelson today called 
together representatives of pre- 
war automobile manufacturers to 
explore the problems that will be 
involved in restoring the factories 
to peacetime production. 

Warning that the action must 
not be taken as a sign that the 
automobile industry was soon to 
be relieved of its war contracts, 


and released for reconversion, Mr. 
Nelson explained that the meeting 
to be held next month would be 
one of a series he has been hold- 
ing with industry to draw plans 
for the undetermined day when 
production restrictions could be 
lifted. 

The meeting with the automo- 
bile producers, Mr. Nelson said, 
would admittedly be one of the 
most important in the series of 
postwar conferences, but WPB 
officials flatly rejected a prediction 
by Ray Chamberlain, executive 
vice-president of the National 
Automobile Dealers Association, 
that there would be limited pro- 
duction of passenger vehicles by 
September. 


Seeks Flexibility 


In turning aside the prediction, 
WPB relied again on the asser- 
tion that industry must be kept 
flexible so that it can take up new 
war work at a moment’s notice. 
At all recent industry advisory 
committee meetings, officials have 
expounded this theory, but Mr. 
Nelson has nevertheless encour- 
aged the committees to discuss 


a farmers have gained a lot of 
ground in recent years .. . 


it. 


in the South. 


Someone said “The South is having a 


boom. 


Is read by 2 out ' 

ofeveryS white 

farm families in 
the South. 


No — not a boom, but progress, 


and they know 


They intend to hold these gains and 
Southern Agriculturist, the vital veteran 
of 75 years of Southern agriculture, plays 
an important role in the whole farm pro- 
gram of the present and the future .. . 


steady progress in every way, which has 
continued and is going to continue. 


Advertisers and agencies who are fully 
aware of what is happening South — and 
who appreciate the place in this picture 
which this fine old farm paper occupies— 


are going to share sales-wise in this prog- 


ress, today and after the war... 
in a way which is truly sound and profit- 


able. 
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reconversion in terms of an “X 
Day” plan. 

Until extensive reconversion is 
possible, Mr. Nelson has said, WPB 
will continue to produce essential 
civilian goods whenever the man- 
power, facilities and materials will 
permit. During the next few criti- 
cal months, this production will be 
scheduled in the same manner that 
critical war programs are sched- 
uled, without regard to the com- 
petitive position of producers. 

Immediately after the defeat of 
Germany, and perhaps sooner, the 
production situation will permit 
the release of large quantities of 
surplus materials, such as alumi- 
num, steel, and even copper. It 
is now believed that “X-Day” will 
come when the quantities of such 
materials, plus the amount of idle 
facilities, call for remedial action 
from WPB. 

For the present, a struggle con- 
tinues over every grant of mate- 
rial for civilian production. An 
OWI review of the prospects for 
civilian goods said today that defi- 
nite improvement in the quality 
of such goods as are authorized 
will be noted, and some increased 
production of minor goods may be 
expected. 


No Early Prospects 


OWI said there are no early 
prospects for production of heavy 
durable consumer goods such as 
automobiles, washing machines, 
mechanical refrigerators, vacuum 
cleaners or radios, ascribing the 
delay to lack of plant facilities and 
component parts. 

While the WPB program for 
2,000,000 electric irons, already 
approved, will use only 1,500 tons 
of steel and 500 workers, mostly 
women, OWI said a program for 
electric refrigerators: yielding the 
same percentage of 1940 output, 
would use 100 times as much steel 
and 15,000 to 20,000 skilled work- 
ers. 

Moreover, OWI said, fractional 
horsepower motors, compressors 
and thermostatic controls, all 
highly critical, would be needed 
for the refrigerators. 

WPB has recently authorized 


UU Ue, ‘ U; 


production of 2,000,000 electric 
irons; 88,000 electric ranges; pre- 
war levels of production of cast- 
iron cooking utensils; enameled 
drip coffee makers and tea kettles; 
aluminum pressure canners; in- 
creased production of galvanized 
pails, buckets and tubs; steel baby 
carriages, strollers and pushcarts; 
3,300,000 alarm clocks; 4,500,000 
radio tubes; and steel springs in 
furniture. 

Continued pressure from indus- 
try and Congressional quarters 
probably will hasten the arrival of 
“X-Day.” The Truman committee 
recently insisted that WPB should 
lift restrictions on the activities of 
smail producers, and idle manu- 
facturers in non-critical areas. The 
committee renewed its campaign 
this week, insisting that magne- 
sium, available in large quantities 
as a result of thorough expansion 
of that industry for war purposes, 
should now be released for use in 
vacuum cleaners, automobile parts, 
business machines and engraving 
plates, to assure a postwar market 
for the metal. 

The electric iron program, al- 
ready approved, is expected to go 
into production about May 1, with 
the irons appearing on the market 
four months later. The irons will 
not be rationed, but manufacturers 
have promised to channel them 
into shortage areas. Except in 
special hardship cases, they will 
sell at prewar prices. 


Plan ‘Natl. Dog Week’ 


The 17th annual observance of 
National Dog Week will be held 
Sept. 17-23. Posters, stickers and 
other promotion material, featur- 
ing the slogan, “In War, In Peace, 
‘Man’s Best Friend,’” are now 
being prepared. Headquarters of 
National Dog Week are located at 
3323 Michigan Ave., Chicago 16. 


Radio Group Names Page 

Arthur C. Page, farm program 
director of Station WLS, Chicago, 
has been named vice-president of 
the Midwest Radio Farm Directors 
Association. 
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Comes Easy 


—-and is often loud 
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FACTS may not be noisy but they 


are convincing. 


INDIANA 


The representative of any big city paper 
can loudly proclaim “complete coverage” 
anywhere within a hundred miles of said 
city. It all sounds fine until comparisons are made. 


The biggest paper in Chicago has less than 5,000 circu- 
lation daily against the more than forty-six thousand for 
The South Bend Tribune in the South Bend city zone. 


This South Bend city zone, according to A.B.C., in- 
cludes both South Bend and Mishawaka, with a popu- 
lation of 140,371. This is an important war production 
center. Indeed there is more and more cash going to 
war workers every pay day and much of this is being 


invested for future use. 


This inviting market can be reached only by using 
The South Bend Tribune—total circulation more than 
80,000—the one daily paper in St. Joseph County. 


DETROIT 


STORY, BROOKS & FINLEY, INC. National Representatives 
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wl we have found dealer 
cooperation our most 
held priceless asset. Give 
— me a dealer who knows 
6. my goods, who will 
a give them display on 
aX. the line of traffic, and 
I will double my busi- " 
ness. Dealer cooper- 
ation is the key which 
opens the door to the — 


success of any product. 
From an address by Jack Woodside, — 
President of Weco Products Company, 
delivered before the Sales Executive 
* Club at the Roosevelt Hotel, New 


York, Tuesday, Feb. 29. Weco Prod- 
ucts Company markets Dr. West's 
“Miracle Tuft” Tooth Brush and newly 
introduced Daché nets. 


330 West 42nd Street - - - New York 18, N. Y. 
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Changes Company Name 


The Electric Service Supplies 
Company, Philadelphia, maker of 
railway and power electrical mate- 
rial, has changed its name, effec- 
tive March 20, to Electric Service 
Mfg. Company. A. H. Englund, 
executive vice-president, has been 
elected president of the company 
and J. R. McFarlin, electrical engi- 
neer, has been named secretary. 
Other executive positions remain 
unchanged. 
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Surveys Differ 
on Postwar Jobs 
Sought by Women 


New York, March 16.—Sixty- 
three per cent of the women 
working in industry today plan to 
return to their prewar occupa- 
tions when the war is over, ac- 
“Es cording to a nationwide survey 


made by Denson-Frey & Affiliates, 


<|labor and public relations coun- 
: | selor. 


Of the remaining 37% of the 
women, 19% will not keep or want 
to keep their wartime jobs if doing 
so prevents a service man from 
getting work, the company’s re- 
search department found. Twelve 
per cent are undecided now what 
they will do when the war is over, 
and 6% want to stay right where 
they are. In this last group were 
included women who have lost 
their husbands, sons or other 


means of support as a result of 
the war. 

The study represents the answers 
of 50,000 women employed in large 
plants turning out war equipment, 
plants occupied in filling civilian 
needs, department stores, offices, 
retail and wholesale companies. 

Consensus of plant managers 
and company heads, the survey 
reported, is that women have 
proved themselves invaluable to 
management and industry; have 
created positions for themselves 
never before filled by men, and 
these women will continue in their 
jobs when the war is over and 
will make definite contributions to 
the postwar scheme of things. 
They estimate that of all women 
now employed in industry, 21% 
will be retained in their jobs after 
the war and predicted that this 
will not hamper the rehiring of 
returning service men. 


WOMEN MAY VIE WITH 
WAR VETS FOR JOBS 


New York, March 14.—Pointing 
out that most opinion about what 
women workers are likely to do is 
based on speculation and preju- 
dice, Business Week declares that 


“optimists who believe that once 
the war is over, women will retire 
to the kitchen and turn their jobs 
over to returning war veterans, 
are deluding themselves.” 

“The Baruch report,” points out 
the publication, “says that the 
absorption of war veterans will be 
aided materially by the ‘giving up 
of war jobs by many women.’ 
Many industrialists are figuring on 
pruning their working force by 
firing women first when cutbacks 
come. 


Women to Stay in Competition 


“But the women workers have 
something to say about this and 
are becoming increasingly vocal. 
The Bureau of the Census says 
that in January, 1944, there were 
16,800,000 employed women, as 
compared with 10,845,000 in March, 
1940. These women are, for the 
most part, enjoying their first taste 
of industrial equality with men— 
equal jobs with equal pay.” 

The publication points out that 
the Women’s Advisory Committee 
of the War Manpower Commission 
said in a recent report that “all 
evidence so far made available 
tends to show that a relatively 
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of Circulations 


@ Circulation is readership. 


Distribution is an uninvited -guest. 


Circulation is bought and paid for — by the reader. 


Distribution is bought and paid for — by the publisher. 


DISTRIBUTION 


Distribution is artificial circulation — a selection of names which 


satisfies the publisher’s mental vision of what a circulation list should 


look like. 


In circulation, the reader selects the publication. In distribution, the 


publisher selects a list of names he hopes will be readers. 


MODERN PLASTICS’ circulation has been built up over 21 years of 
service to the plastic industry. Numerically it means that 10,734 hard- 
headed businessmen have decided they need MODERN PLASTICS 
enough to pay $5.00 a year for it. 


MODERN PLASTICS is known by its readers (and the 3,000 more 


who have paid to be readers even though subscriptions are not avail- 


able) as the authoritative fountain-head of facts and information 


about plastics. Its extra-curricular activities for the plastics industry 


in public relations, motion pictures, News and Washingon Bulletins 


and others have served to anchor and solidify its position. 


Actually there is no comparison because — 


distribution is lifeless — 


a postage stamp, a mailing sack, a waste-basket. 


CIRCULATION IS ALIVE —IT BREATHES, BUILDS AND BUYS. 
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small proportion of women now 


at work expect to withdraw from @ 8 


the labor market after the war.” 


It also cited the survey just com- 4 


pleted by Northwestern National 
Life Insurance Company that 
showed two of every three women 
will be in the postwar competition 
for peacetime jobs. 

Polling women war workers in 
widely scattered areas of the coun- 
try, the survey found that 71% 
plan to seek postwar jobs, 17% 
will return to full-time house- 
keeping, 10% plan to be married, 
and 2% will go back to school. 
About 70% of the married women 
want postwar jobs. 


Monsanto Expands 
Operations to 


Pacific Coast 


St. Louis, March 16.—Monsanto 
Chemical Company signed a con- 
tract this week by which it will 
acquire I, F. Laucks, Inc., Seattle, 
manufacturing chemist and pro- 
ducer of plywood glues. Two 
Laucks plants in Seattle and inter- 
ests in Vancouver, B. C., Los An- 
geles, Australia and Sweden are 
included in the transaction. 

The acquisition of Laucks marks 
the entry of Monsanto into the 
Pacific Coast manufacturing field, 
in addition to its 19 plants in the 
United States and its foreign oper- 
ations in Australia, Brazil, Canada 
and Wales. Monsanto manufac- 
tures more than 300 commodities 
in the pharmaceutical, plastics and 
heavy chemical fields, and com- 
bined with the Laucks properties, 
will make Monsanto the largest 
producer of plywood glues in the 
world, according to Charles Bel- 
knap, president. 

The plywood industry has ex- 
perienced a sharp growth during 
the past decade, particularly during 
the war, because of its many new 
applications in replacing metal. A 
substantial increase in building 
construction and a trend toward 
prefabricated homes is expected to 
contribute to the postwar growth 
of the plywood industry, said Mr. 
Belknap. 


INDIANA 


Is the center of the nation's war 
production. 


Almost everything needed for war 
equipment is made in Indiana 
either in part or as a finished 
product. 


Indiana people are too busy in the 
factories, on the farms or in other 
occupations to read more than 
one newspaper —but they have 
plenty of money to spend. 


You KNOW they will read your 
advertising in their home town 
daily. 


Over half-a-million of them de- 
pend on 27 member papers of the 


INDIANA LEAGUE 
of 
HOME DAILIES 


for up-to-the-minute news and ad- 
vertising information. 


Three thousand lines of advertis- 
ing in all 27 papers costs only 
$2,745.00. 


For further information write or 


SCHEERER & CO. 
New York 17, 
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. I read it each week amd 
find it essential if one is to 
keep informed these days." 


Charles L. Whittier, Vice Pres. 


| and Chairman of Plans Board 
YOUNG & RUBICAM, INC. 


EVEN BEFORE TEDDY ROOSEVELT 


began wielding the big stick, government 
had moved in to direct and regulate the 
conduct of American business... To- 
morrow’s plans and profits hinge on an 
accurate knowledge of trends (control of 


wages, prices, contracts, production, ma- 


terials, etc., etc., etc., etc., etc.)... The 


United States News—devoted 100% to 
reporting, spot-analyzing and forecasting 
the news and trends of national affairs 
—will be more than ever essential in 


the critical periods that lie ahead... 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 
simple English—clear, crisp, concise. 


Daniel W. Ashley, 
lice President in charge of Advertising 


NEWS OF NATIONAL AFFAIRS—more than ever important in the periods that lie ahead 
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Botany Spring Ads 
Aid Dealer Plans 


Botany Worsted Mills, Passaic, 
N. J., has launched its spring suit 
campaign featuring Botany “500” 
suits tailored by Daroff, Phila- 
delphia. Full-page, four-color ad- 
vertisements are scheduled in Col- 
lier’s, Esquire and The Saturday 
Evening Post from March to June. 

A 200-page brochure showing 
advertisements used by the na- 
tion’s leading department and 
men’s stores has been prepared for 
dealers to aid them in their news- 
paper advertising and window dis- 
plays. Alfred J. Silberstein, Inc., 
New York, is the agency. 
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Youngstown 's 


‘AA Ads ‘Pre-sell’ 
Postwar Kitchens 


Warren, O., March 15.— The 
“pre -sold kitchen market” is a 
reality and not a pipe dream, 
Youngstown Pressed Steel Divi- 
sion, Mullins Mfg. Corporation ad- 
vised dealers this week, revealing 
that thousands of requests for a 
new catalog, “Get Acquainted with 
Your Kitchen,” have poured in 
since the first four of the com- 
pany’s 1944 magazine ads hit the 
stands. 

“Even more encouraging,” the 
company says in the latest issue of 
its “YPS Merchandiser,” “is the 
fact that 35% of those answering 
the ad coupon are also sending in 
35 cents to buy a kitchen idea 
scrapbook in which they can place 
notes and pictures on kitchen 
planning up until the time they 
actually get ready to buy. The 


high percentage of purchases is 
amazing, compared to similar 
offers made by other manufactur- 
ers in the past. It shows that 
housewives are ready, as they 
never have been ready before, to 
buy kitchen equipment the mo- 
ment the war ends.” 

Expecting to acquire thousands 
of more names of prospective buy- 
ers of Youngstown kitchens as the 
war months roll by, the company 
will supply lists to its dealers when 
merchandise is again available. 
These lists, plus the prospect lists 
many dealers are compiling them- 
selves, “will give dealers every- 
where one of the finest records of 
ready-to-buy prospects ever com- 
piled,” asserts the house organ. 


Responses Hit Peak 


The “Merchandiser” recalls an 
experiment made by Youngstown 
in 1941, when an advertisement 
carrying a coupon was placed in 
House Beautiful and brought a 
response then thought to be ex- 
ceptionally high. A similar ad on 
the same subject, placed in the 
same magazine last fall, drew 
nearly three times as many in- 
quiries. “Previous experience with 
Youngstown’s inquiries has shown 


that 11% of the persons sending 
in coupons buy kitchens within 60 
days,” the company reports. “An- 
other 45% prove to be live leads 
for future business.” 

Youngstown’s advertising mes- 
sages will appear 80,000,000 times, 
with nine of the ads in four colors 
and 32 other fuil-page and half- 
page ads in two colors or black 
and white. Among magazines se- 
lected are American Home, Better 
Homes & Gardens, General Feder- 
ated Clubwomen, Good House- 
keeping, House Beautiful, Ladies’ 
Home Journal, and Parents’ Maga- 
zine. 

Fifty-one ads are _ scheduled 
in eight trade publications, Ameri- 
can Builder, Architectural Forum, 
Building Supply News, Domestic 
Engineering, Electrical Home 
Equipment Dealer, Electrical Mer- 
chandising, Hardware Age and Re- 
tailing Home Furnishings. 

Youngstown has also developed 
a postwar selling plan, called 
“Selling Center Coverage,” which 
will provide dealer training, 
national advertising, illustrated 
booklets, eye-catching store dis- 
plays, a full-color catalog and 
new sales-getting devices to “bring 
the story of Youngstown kitchens 


— WON'T TAKE 
OUR SHIPMENTS— 
TOO SMALL, EH? 
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This is just one of the many subjects discussed in these 
BULLETINS covering Reader-Problem Interviews with 
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Traffic Managers in Industry. 
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TRANSPORTATION EQUIPMENT 
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SHIPPING ROOM SUPPLIES AND 
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® ADVERTISING AGENCY EXECUTIVES 


These BULLETINS are being published in the spirit of 
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NAME 


Industry” and carry my name on list to receive future 


TOWN & STATE_ 


to the very doorstep of every pros- 
pective buyer.” Aligned with this 
plan is a project designed to 
strengthen “the bond between the 
factory and its distributors through 
a new franchise designed to insure 
the success of this postwar selling 
program.” 


Mathes Names Githens; 
Black Rejoins Agency 


Perry Githens, formerly an edi- 
tor of Time, has been named 
director of the publicity and pub- 
lic relations department of J. M. 
Mathes, Inc., New York. He suc- 
ceeds Joseph C. Keeley, who will 
enter military service. John Black, 
recently an associate economic 
analyst in the Department of Com- 
merce, Washington, D. C., has re- 
joined the agency’s publicity and 
public relations department, which 
also has added George Cadenas, 
formerly of Sheldon, Morse, Hutch- 
ins & Easton, New York. 

The agency has been named to 
handle the account of Calloway 
Mills, La Grange, Ga. Class and 
general magazines and trade pub- 
lications will be used for Calloway 
towels and rugs. 


Salt Copy Tells Why 
Diamond Is Different 


A test campaign to stress the 
exclusive Alberger process, which 
produces a whiter, quicker-dis- 
solving and better-tasting salt, has 
been inaugurated by the Diamond 
Crystal Salt Company, New York. 
With 1,000-line weekly insertions 
in the Toledo Blade, a radio pro- 
gram and spot announcements 
over WSBD and WTOL, Toledo, 
the campaign is supported by a 
complete merchandising program. 

The new drive will be expanded 
to include major newspapers in 
principal cities across the country 
with insertions appearing every 
week. Benton & Bowles, New 
York, handles the account. 


SPOT RADIO 
REACHES 
SELECTED 
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AT 

LOWEST COST. 
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THEIR CLOVER FIELDS are the billion-dollar 


Contral Valleys 


OF CALIFORNIA 


Carifornia’s Central Valleys, the Sacramento and San 
Joaquin .: . home of a million and a quarter people... 
granary and garden and packing house for other millions 
... the second largest market in Northern California in 
both population and buying power! 


Within these broad valleys are three outstanding 
trading areas. They center in Sacramento, Fresno and 
Modesto. Their combined populations total more than 
Baltimore’s, sixth American city in size. And their buy- 
ing power adds up to more than a billion dollars a year. 


These are the clover fields of the Three McClatchy 


Bees. McClatchy Newspapers are a California institution 
that dates back to 1857. Their circulation aggregates 
139,000. They provide these coverages of their respec- 
tive trading areas—Sacramento 64%, Fresno 50% and 
Modesto 53%. And in their communities their leader- 
ship is outstanding. 


Whether your advertising is commercial or institu- 
tional... whether you have products or ideas to sell... 
there is no part of the West more important to reach 
than Interior California ... and no better media with 
which to reach three of its foremost areas than the 
Three McClatchy Bees. 
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More Civilian Goods Needed 


Figures on January and Feb- 
ruary chain store sales, presented 
in this issue, and department store 
sales as reported by the various 
Federal Reserve banks, bear out 
predictions in retail circles last 
year that high sales levels reached 
in 1943 cannot be maintained this 
year in the face of growing mer- 
chandise shortages. 

While the civilian economy has 
borne up marvelously well under 
dislocations which stagger the im- 
agination, it is all too obvious that 
the country has now reached the 
stage where every possible effort 
must be made to increase the flow 
of civilian goods if inflationary 
bidding for the short available 
supply is not to destroy the exist- 
ing price structure, and if inabil- 
ity to make reasonable purchases 
is not to cause serious damage to 
civilian morale. 

On the insistence of military 
men, it has been decided that no 
wholesale moves toward recon- 
version of industry to civilian 
goods production will be made 
until the invasion of Europe has 
moved ahead far enough so that 
its initial success can be reason- 
ably well determined, and no one 
will quarrel with such a decision. 
We must never again be caught 
short on the front. But at the same 
time, it must be clearly understood 
that the country has already 
reached, or is rapidly approaching, 
that critical point at which de- 
mands of the military must inevi- 
tably taper off more and more 


sharply; and that moves toward 
the reestablishment of non-mili- 
tary production and processes must 
therefore be effected as quickly 
and as efficiently as possible. 

As WPB has pointed out in re- 
cent weeks, emphasis on shorten- 
ing the gap between cutbacks in 
war contracts and reconversion to 
civilian production means that 
some injustices and inequities from 
the competitive standpoint will be 
inevitable. Competitively, it would 
be perfect if all industry might be 
given the green light simultane- 
ously, so that all might resume the 
competitive race in as nearly as 
possible the same position as they 
abandoned it. But from the prac- 
tical standpoint this is impossible. 

If we are to reconvert with the 
least possible shock to our econ- 
omy, and with a view to gaining 
the quickest and most substantial 
flow of consumer goods, certain 
competitive problems must be rele- 
gated to second place. Conversion 
in any industry must be on a 
piece-meal basis which permits 
the most rapid and extensive pro- 
duction of consumer goods which 
can be achieved without interfer- 
ing with the war effort. 

Government must recognize the 
prime importance of enlarging the 
flow of civilian goods as quickly as 
possible, and industry must on its 
part realize the necessity of sacri- 
ficing some competitive advantages 
in order to gain the greater bene- 
fit of an orderly, speedy recon- 
version. 


Keep Your Tools Sharp 


The Mail Order Man, writing on 
ADVERTISING AGE’s “feature page”’ 
last week, dares to wonder whether 
such immortal pieces of advertis- 
ing copy as “The Years That the 
Locusts Have Eaten” and “The 
Penalty of Leadership” were effec- 
tive tools for the sale of goods, and 
whether some advertising men 
“have not made too much of a 
fetish of the grandiloquent phases 
of advertising and used them 
sometimes where more direct and 
simple presentations would be 
more resultful.” 

These comments were never 
more appropriate than now, when 
we are approaching the end of a 
period in which the advertising es- 
sayist has had freer sway and 
more honor thrust upon him than 
ever before. Advertising essays 
have in large measure become the 
order of the day. Fine writing to 
boost home-front morale, to get 


people to buy bonds, to explain 
why the corner grocery man is a 
war hero in his own right, to im- 
mortalize Sally Jane, welder ex- 
traordinary, to picture a new 
dawn, a new day, a better, finer 
world—fine writing only remotely 
connected with the sales-making 
nerve, occupies much present-day 
advertising space. 

Much of this advertising has 
served a useful purpose. Some of 
it has done a magnificent job. But 
little of it has been good practice 
for the copywriter who must in- 
evitably turn his hand once again 
—and soon, we hope—to the writ- 
ing of advertising that will sell the 
products of industry and business 
to the American public; to the pro- 
duction of copy that will stimulate 
desire, create new wants, bring 
people into stores and induce them 
to make purchases. Let’s hope he’s 
keeping his selling tools sharp. 


EVEN A DUMMY CAN HELP MORALE 


"They're manikins. 


— Erie Peters in This Week Magazine 
The emptiness around here was driving me nuts!" 


Matches Fire Bond Drive 

You will probably be amazed, as 
we were, to be told that over $40,- 
000,000 worth of space was sold on 
book matches last year, and that 
while the bulk of it was sold to 
hotels, restaurants, etc., such well- 
known advertisers as Shell Oil, 
Wrigley, International Shoe Com- 
pany, Adam Hats, Mennen, Amer- 
ican Tobacco Company, and others 
were also well represented. You 
will also be amazed, as we were, 
to be told that during 1943 Uni- 
versal Match Corporation, St. 
Louis, distributed 725 million 
match books bearing war bond 
copy front and back; that these 
725 million books made up 290,000 
cases of 2,500 books each; and that 
they contained 14% billion 
matches, each providing its modi- 
cum of fire to the war bond drive. 


Iowa Gets a Poll 


The Des Moines Register and 
Tribune, having organized the first 
state public opinion poll designed 
to operate on a continuous basis, 
and to keep its pulse on the state 
of mind of Iowans, will now ex- 
tend publication of its results, 
formerly carried in the Sunday 
Register, to 140-line ads in the 
New York Times and Herald Trib- 
une and the Washington Post each 
Monday. The poll is patterned 
after the Gallup poll, and inter- 
viewing is under the direction of 
Dr. Norman C. Meier, associate 
professor of psychology at the 
University of Iowa, with questions 
being planned by an advisory 
committee of 14 prominent Iowans. 
First poll, completed late last year, 
sampled Iowa opinion on relative 
merits of butter and oleomar- 
garine, an extremely hot subject 
in the state, where an Iowa State 
College pamphlet giving oleo a 
favorable send-off with regard to 
both nutritive value and palata- 
bility caused a political explosion 
of no mean dimensions. Results: 
Iowans prefer butter and believe 
it more palatable, but by no means 
unanimously; 57% favor removal 
of 5-cent state tax on oleo in view 
of scarcity of butter; 30% thought 
they might buy more oleo if the 
price was 5 cents per pound less. 


Philadelphia Stories 


Ad-libbing’s Philadelphia scout 
turns up this week with a couple 
of interesting exhibits of what- 
this-world-is-coming-to advertis- 
ing. In the Sunday Philadelphia 
Inquirer appeared an ad for “The 
Public Press,” which apparently is 
concerned primarily with the free- 
dom of the wine press. Says this 
interesting ad: 

“Wine made at home all year 
‘round! Old, proven monastery 
formula, makes delicious wine at 


cost of 6c a quart. 
to make. Ingredients can be pur- 


Simple, easy 


chased anywhere (at drug or 
grocery stores, etc.) The govern- 
ment permits you to make 200 gal- 
lons a year — tax free —for your 
own use. High alcoholic content. 
Ready to drink in 30 days. No 
mess; no trouble. The clear in- 
structions make wine-making a 
pleasure. For easy, detailed in- 
structions, print name and ad- 
dress plainly, attach $1 cash or 
money order and send to the Pub- 
lic Press.” 

And then there was the two- 
column ad of Girard College in 
local dailies, emphasizing that. the 
country is not only suffering from 
a manpower shortage, but a boy- 
power shortage as well. Girard 
College was founded in 1831 to 
provide education without charge 
for fatherless boys born in Penn- 
sylvania. Normally it has a wait- 
ing list of 1,500, and the school is 
known for the excellence of its 
training. It makes absolutely no 
charge for food, clothing, etc., and 
yet, in these strange days, Girard 
finds it necessary to buy 140-line 
newspaper ads to remind the citi- 
zenry that “the college is always 
on the lookout for boys of promise, 
and you may do some boy a great 
favor by putting him in touch with 
us.” 


Jottings 

Ordinarily we would report in 
a routine manner, the appointment 
of Abbott Kimball Company, New 
York, as agency for Joe Lowe’s 
Corporation, placing the item else- 
where with other news in the 
agency field. But since the agency 
is going to handle advertising for 
all the company’s products, Pop- 
sicle, Creamsicle and Fudgicle, we 
think it deserves special mention. 
So special mention it is. Popsicle, 
Creamsicle and Fudgicle.. . 

In England the Brierley Hill 
City Council advertised for a rat 
catcher. Salary, $20 weekly. No 
response. Tried again and adver- 
tised for a “rodent operative.” Got 
one, at $18 per. .. 

In Union County, N. J., draft 
board 2, which has refused to in- 
duct pre-Pearl Harbor fathers 
while single and childless men are 
around, has to meet its quota 
somehow. So in the window of 
the office a sign appears saying: 
“Help wanted, male. Clothing, 
maintenance and $50 monthly. Job 
not permanent. Apply with- 

Remind us some time to write 
a piece on the damage done to the 
human ear and the human nervous 
system by the meeting arrangers 
who think a speaker addressing a 
group of 50 in a room 20 x 30 feet 
must have a loud speaker to blast 
into. . . 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2303. A survey of Pittsburgh 
Consumers’ Postwar Plans. 

The maps, charts and tables in 
this consumer survey, issued by 
the Pittsburgh Press, provide a 
wealth of information about the 
present wartime Pittsburgh and a 
forecast of the future. The ma- 
terial covers family status, shop- 
ping habits, employment, plans for 


postwar building and improve- 
ments, etc. 
No. 2304. Grocery Outlet Route 


List. 

The Sacramento Bee has issued 
this new route list, which contains 
the names of wholesale and retail 
outlets, with stores arranged for 
quickest coverage, each one classi- 
fied and its affiliations indicated. 
The list includes the name, address 
and telephone number of the store, 
and the name of the person in 
charge. 


No. 2305. 
Stations. 


In this brochure, Columbia 
Broadcasting System analyzes its 
1943 program promotion campaign, 
which was launched last Septem- 
ber and broke simultaneously in 
128 CBS “station cities’ through- 
out the country. The report lists 
the material sent to the stations— 
radio announcements, newspaper 
ads, posters, etc.—for use in their 
own markets, and follows up with 
a record of the stations’ use of the 
material. 


Report by 128 CBS 


No. 2306. The Sure-Crop Area. 


Western Farm Life, Denver, has 
assembled in a handy file jacket 
the series of folders released dur- 
ing the past five months, dealing 
with the area served and its cov- 
erage by the publication. 


No. 2300. Display Guide. 

Sherman Paper Products Cor- 
poration has issued a new window 
and interior display guide con- 
taining sections in color to show 
display-size pictorials, valances 
and continuous roll designs and a 
wide variety of corrugated and 
seamless papers for background 
installations. 


No. 2301. You May Not Under- 
stand Them . but They 
Understand You. 


New York’s foreign language 
market is analyzed in this bro- 
chure issued by the Foreign Lan- 
guage Press Institute, with a series 
of vignettes of the various national 
groups served by the foreign lan- 
guage press, and including a list of 
these papers and how to reach 
their readers. 


No. 2302. Guide to Postwar Prod- 
uct Development. 


The National Association of 
Manufacturers has issued this 
booklet, third in a series of five 
on postwar planning. It deals 
with the importance of industrial 
research in the development of 
new products and new industries. 


No. 2296. Loan Star Chain. 


The Lone Star Chain of Texas 
has issued this loose-leaf file of 
quick reference facts about the six 
stations in the net and data on 
the markets they serve. It in- 


locations of the stations and the 
primary intensity based on actual 
daytime surveys. 


cludes a coverage map showing re 
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Will Advertisement 
This Welcome 


Ly ae EVENING! . . . Bringer of the tranquil hours after the day’s hard tasks. Bringer 


of families together after the day’s dispersal. 


Se And, when nightfall comes to Chic 


homes look forward to an ¢ | al 


cae wha ave to say in a HOME 
ast to this precept, The Chicago Daily 


paper, mo mg or Sunday.* ... Yes, The Daily News is Chicago’s BASIC adver- 


tising medium. 


*For fair comparison, liquor linage omitted since The Chicago 
Daily News does not accept advertising for alcoholic beverages. 


THE CHICAGO DAILY NEWS 


FOR 68 YEARS CHICAGO’S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
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All Calm on the 
Poster Front—OWI 
Sighs with Relief 


Leading Art Chiefs 
Help Agency Prepare 
Posters that Sell 


(Picture on Page 55) 


Washington, D. C., March 15.— 
Art, particularly government art, 
is usually controversial, so it was 
with a sense of relief that OWI re- 
ported today that hardly a ripple 
of complaint is heard either inside 
or outside the government, six 
months after Elmer Davis asserted 
his agency’s right to review all 
government posters. 

This refreshing peace has not re- 
sulted from hit-or-miss adminis- 
tration of the OWI poster clear- 
ance order either, for OWI has 
firmly directed government art 
away from “the long hairs” toward 
the best standards of point-of-sale 
merchandising. 

Before the switch-over, informa- 
tion officers of the government 
agencies established their own 
standards of art. While some agen- 
cies called in experienced mer- 
chandising men, others filled their 
graphics sections with artists who 
frequently were unable to provide 
anything like satisfactory “sales” 


art 
Has Power to Act 


Since Regulation 7 was invoked 
last Sept. 15, OWI has been em- 
powered to prevent production of 
inadequate posters. More than 
that, it has organized a pool of 
top-notch commercial artists and 
art directors who are ready to as- 
sist government information cam- 
paigns. 

Under OWI’s influence, govern- 
ment agencies have accepted com- 
mercial art standards as the most 


Wh A 


CRITICAL 


Looks Like? 


New Bedford is one—desig- 
nated so by the WPB and the 
WMCI Nothing new has been 
added . . . No New Plants or 
Industries . . . just Peacetime 
Factories bulging with war 
business. 

Everybody is working, and 
more help is needed — the 
wheels never stop turning day 
or night . . . that's Critical— 
that's 


NEW BEDFORD 


— The 4th Largest Market 
in Massachusetts 


OPULATION U r 
AYROLLS 
AVINGS 


Rep. by Gilman, Nicoll & Ruthman 


effective means of enlisting graph- 
ics for war information work. A 
voluntary committee of leading 
agency art directors provides ex- 
pert advice in the creation of this 
art work, and a group of over 300 
recognized commercial artists is 
available for fees which hardly 
cover production expenses. 


Commercial Technique Used 


While building up this invalu- 
able pool of talent, Jacques Dun- 
Lany, chief of the poster clearance 
division, has been able to reduce 
OWI’s staff from 35 artists to a 
token crew of two. 

Mr. DunLany, who was formerly 
a consultant in New York special- 
izing in point-of-sale merchandis- 
ing, says OWI “has no interest in 
little groups of Bohemians.” To get 
results he relies entirely on suc- 
cessful commercial art technique, 
and distributes his material 


through existing direct mail and 
trade association channels. 
Commercial art, according to Mr. 
DunLany, is drawn to instigate 
some specific action, which may be 
to sell the product, while “long 
hair” art is generally intended to 
stimulate a feeling, and all too of- 
ten, to sell the artist’s technique. 
Before OWI took over poster clear- 
ance, he feels, government agen- 
cies often distributed posters which 
were merely existing paintings 
with war messages appended. 
This does not mean that there is 
a real gap between the artists who 
can draw acceptable posters for 
OWI, and other painters, Mr. Dun- 
Lany explains. But in working for 
OWI, the artist must tell a story 
with both word and picture. His 
ability to design and execute a 
poster which tells a story con- 
cretely and instantaneously will 
determine his value in producing 


“commercial” art of the type OWI 
uses. 

Contents of posters will differ 
according to the use, but in most 
cases OWI looks for concreteness, 
clarity, visibility, instantaneous 
understanding, and a short slogan. 


Art Directors Confer 


Currently, government art is 
tailor-made, with a multitude of 
top sales-art brains sitting in on 
the conferences. When a poster is 
needed by a government agency, 
Mr. DunLany or his New York 
representative, James Herbert, for- 
mer director of the Guild Artists 
Bureau, talks it over at an in- 
formal meeting of agency art di- 
rectors. 

Rough sketches are submitted to 
OWI, and the most appropriate ar- 
tist is selected from the available 
pool. Among those available, in 
addition to the top commercial il- 


lustrators, are the entire member- 
ship of the Society of Photographic 
Illustrators, the Walt Disney staff 
of 125 artists, and other recog- 
nized groups. 

Throughout the creation of a 
government poster, the procedure 
is the same as that used in any 
commercial poster creation. The 
entire idea is centered on the ob- 
ject of getting people to act. In 
the case of government posters, a 
little more restraint may be re- 
quired because of the nature of the 
product, and the danger of reper- 
cussions. 


OWI Certifies Posters 


None of the posters is sponsored 
by OWI, but once the poster has 
been created, OWI must certify it 
before the Government Printing 
Office will produce it. Under A. 
L. Ramsey, assistant chief of the 
division, and a former member of 
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the GPO staff, specifications for 
posters have been tightened, and 
sizes standardized, with a resulting 
saving of 75 tons of paper. 

In distributing posters and other 
material, OWI has the use of the 
most complete mailing lists in the 
country, and the voluntary assist- 
ance of trade associations cooper- 
ating in government information 
programs. 

Special arrangements for 24- 
sheet posters and car cards for lo- 
cal sponsorship have been worked 
out. In addition, posters are cir- 
culated by secondary fanning out 
of drop shipments using trade as- 
sociations and industry channels. 
OWI also has direct mail mate- 
rial, such as bill stuffers and other 
commonly used devices. 


Boy Scouts Help Out 


Other distribution channels in- 
clude 300,000 Boy Scout couriers; 


Western Union; and a huge mail- 
ing list containing, in addition to 
commercial lists, the names of 
6,000,000 recipients of Army and 
Navy dependency allotments. 

Since posters are seldom keyed, 
no effective standards for measur- 
ing success have been developed. 
In the case of Carolyn Edmund- 
son’s Cadet Nurse poster, however, 
a sizable increase in inquiries was 
some indication of success. But 
officials get the greatest satisfac- 
tion out of the relative calm that 
surrounds the government’s poster 
activities at this time—that is, of 
course, except for the “long hairs” 
who are rarely heard outside their 
own society. 

The members of the auxiliary 
committee of art directors assisting 
OWI in developing ideas for post- 
ers are: Elwood Whitney, chairman, 
Foote, Cone & Belding; Mark See- 
len, Outdoor Advertising Incorpo- 


rated; William Erwin, Dancer- 
Fitzgerald-Sample; William Adri- 
ance Jr., Brooke, Smith, French & 
Dorrance; Paul Berdanier and Ar- 
thur Blomquist, J. Walter Thomp- 
son Company; Chauncy Lane, 
Young & Rubicam; Rene Clarke, 
Calkins & Holden; Paul Smith, 
D’Arcy Advertising Company, and 
Lester Rondell, Geyer, Cornell & 
Newell. 


Baker to Admiral Corp. 


Lee H. D. Baker, formerly sales 
manager of Gale Products division, 
Outdoor Marine Mfg. Company, 
has been named vice-president in 
charge of major appliances of the 
Admiral Corporation, Chicago. He 
will direct and coordinate all ac- 
tivities of the newly acquired 
Stewart-Warner appliance di- 
visions which will be merchan- 
dised under the Admiral name. 


Pique Copy Solves 
Flavor Problem 


Seeman Bros., Inc., New York, 
has launched a campaign in six 
New York metropolitan newspa- 
pers using 168 and 336-line inser- 
tions on a weekly schedule for 
Pique Kitchen Magic. Spot an- 
nouncements on the “Make-Be- 
lieve Ballroom,” WNEW, New 
York, are also employed. 

Copy tells how more stew gravy 
can be obtained with less meat by 
using this new vegetable protein 
seasoning. J. D. Tarcher & Co., 
New York, is the agency. 


Hannon to Harway 


Justin Hannon, formerly of 
Time, Inc., has joined Don Har- 
way, West Coast publishers’ repre- 
sentative, with offices at 816 W. 5th 
St., Los Angeles. 


became 


AND 100,000 KEY METALWORKING MEN 
GOT THE STORY FAST AND FIRST 
--- IN THE IRON AGE. 


Something was in the wind . . . and the alert editors 
of The Iron Age were “down the wind” on it, as 
they are on all important developments in the 
metalworking industry. 

So —the dramatic story of the heretofore un- 
heard of speeds used by West Coast aircraft plants 
in milling high alloy steels and aluminum reached 
the 100,000 readers of The Iron Age when practically 
nobody east of the Rockies had heard of these 
important developments. 

It was another vital scoop for The Iron Age 
fresh, informative, helpful news, of the kind 
100,000 key executives look for every week in their 
favorite publication . . . and often use to help them 


in their work 


No swivel chair editors can turn out the kind of 
“fast and first and accurate’ news that attracts 
100,000 management men to the pages of The Iron 
Age. The great high speed milling “scoop” meant 
chasing a rumor to its front door — being right at 
the elbows of the men on the West Coast who were 
making the experiments — and beating the entire 
industry to the punch. 

This editorial alertness is the big reason why 
The Iron Age \eads the metalworking publications 
in reader interest, and in volume of advertising. 
The advertising story of your product and your 
plans, alongside its carefully read editorial matter, 
will do the job you expect of it... at the lowest 


possible cost per reader. 


A Chilton © Publication 
100 East 42nd Street, New York 17, N.Y. 


Our Boys Need Musical Instruments 
on the Battlefront and in Camp 


You can help send them this easy way. 
Thot forgotten musical instrument in your storercom i: wanted! Some boy in unifor.n, 
hottwoy the ward, for if nom Mormoncas, accordion, ocorinas, Mates, 
borzcokos Ih cooperation with the United Stoter Government we have worked ov! 
pion to speed these git on to their destnotions withow! vouble or expense to you 
All you hove to do is deliver them to yow neighborhood Cove-Cote 
de the rest. Heres how 


2 The Coce-Colo truck picks up ond 
sends the US. Government” 


Dor’ deley Dig ow off you old 
todey and wart them on thew 
ow fighting men 


COCA-COLA BOTTLING CO., OF CHICAGO, INC. 


‘SOMETHING FOR THE BOYS'— 
Coca-Cola Bottling Co., Chicago, ran 
this newspaper copy asking people to 
dig out those musical instruments 
which are no longer used, and take 
them to their neighborhood Coca-Cola 
dealers for distribution to service men 
in camps and overseas. 


Norge Products to 
Be Made in Canada 


Norge Division of Borg-Warner 
Corporation, Detroit, has arranged 
with Addison Industries Ltd., To- 
ronto, for postwar production of 
its refrigerators, washers, ranges, 
heating units and other appliances 
in Canadian plants of the Toronto 
company. 

National distribution of the 
Norge line in Canada will be han- 
dled by A. Cross & Co., Toronto, 
which has branches throughout 
the Dominion. Although Norge 
distributed its products in Canada 
before the war, they were made 
in American plants of the com- 
pany. 


Confidence: In select- 
ing Miami, Okla- 
homa, for its new 
rubber tire plant, in 
which approximately 
$6,000,000 will be in- 
vested, the B. F. 
Goodrich Company 
shows confidence in 
the market and in the 
advantages of the 
area for manufactur- 
ing. These are factors 
that are attracting 
and will attract new 
industries to the 
Magic Empire, blank- 
eted by KVOO — 
with bonus counties 
in Kansas, Missouri 
and Arkanasas. 
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DID SOMEBODY 
SAY ‘“‘BOTTLE’’? 


Dixie's bottle and glass container 


industry, overlong an infant, shows signs of growing 
up; a lusty producer of payrolls .... in peacetime 
plants making things the South never made much 


of before! 


To the impressive roll-call 
of industry scheduled for 
Southern expansion, that of 
glass products may be added. 
Sites of considerable acreage 
near Atlanta have been ac- 
quired by two of the nation’s 
foremost producers. 

As the diversity and sheer 
weight of those industries 
now actively engaged in 
Southern development begins 
to dawn on one, one thing 
becomes certain. A new scale 
of Southern earning and 
spending is inevitable. 

In truth, it is already evi- 
dent. Indicative are depart- 
ment store sales. Those of the 


Atlanta Federal Reserve Dis- 
trict showed an increase of 
28% for 1943 over '42. The 
national average was 12%. 

To people like Chevrolet, 
and to all automotive people 
who are making plans today 
for tomorrow’s selling, this 
changing picture of the South 
is significant. Pre-war notions 
of Dixie’s ability to buy are in 
for revision. Advertising ex- 
penditures are in for re-allo- 
cation. 


Don’t underestimate the 
New South.... and the sales 
power of the Southern press. 


The Atlanta Zournal 


(on Like 


JOURNAL circulation largest in the South, 
193,592 Daily; 247,384 Sunday. Our repre- 
sentative: Sawyer-Ferguson-Walker. 
is The Journal's 50,000-watt radio station. 


U.S. Aid Urged 
in Developing 


New Products 


New York, March 15.—Research 
to develop new products will play 
a vital part in American postwar 
prosperity, according to a report 
issued last week by a committee on 
product development of the Na- 
tional Association of Manufac- 
turers. 

The study, prepared by a group 
under the chairmanship of David 
C. Prince, vice-president of Gen- 
eral Electric Company, asserts 
that American scientists have 
made in the four war years more 
progress than normally would 
take place in a quarter of a cen- 
tury. Governmental policies to 
insure continuance of this prog- 
ress, the committee recommended, 
must encourage inventors to de- 
velop new products, investors to 
invest in them and manufacturers 
to produce them. 

New materials, including many 
plastics, improved light metals, 
new wood products and new fab- 


rics, will be available in greater 
quantities and at lower prices after 
the war than formerly, the study 
declares. 

As an example of wartime prog- 
ress, the case was cited of 15,000 
different applications having been 
found for a leading plastic. In 
another specific case, a company 
discovered uses for waste mate- 
rials resulting from the manufac- 
ture of plastic items which pro- 
vided a by-products volume larger 
than for the original products’ 
output. 


Clark Made V.P. 


Stanley I. Clark has been elected 
vice-president of the Bayer Com- 
pany, division of Sterling Drug, 
Inc. He joined Sterling March 1, 
1943, after four years with This 
Week Magazine as head of drug 
trade merchandising. 


Marks 100th Year 


The Toronto Globe & Mail on 
March 5 marked the 100th anni- 
versary of the founding of the 
Globe by George Brown, a young 
Scotsman. It was merged with 
the Mail & Empire in 1936. 


“He was up till 4 A. M. reading his home town 
paper, the Buffalo Evening News, which certainly 
does a wonderful job of complete and accurate 
reporting* of local news.” 
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‘lt creates 
more action 


than ness call” 


T. you really want to see a unit of the American army go into 

action,” writes a sergeant stationed in England, “you should be 
here the day ‘Battle Baby’ arrives. The copies are distributed on a 
jirst come, first served basis, so as soon as the word comes through 
that ‘Battle Baby’ is here, a mad rush is made for the mail room. 
In fact, I can honestly say the arrival of ‘Battle Baby’ creates more 
action than mess call... and, if you know anything about the Army, 
that’s saying plenty.” 


Newsweek 


BATTLE 
BABY 


BATTLE 
BABY 


P A little over a year ago Newsweek, in 
cooperation with the Special Services Divi- 
sion of the Army, began publishing Battle 
Baby—a miniature edition of Newsweek — 
for the armed forces overseas. 


P Since then Newsweek has received hun- 

dreds of letters from America’s fighting 
men praising Battle Baby in vivid terms: 
. “Thanks for your swell 
magazine’. . .“It’s the tops”. . .“As wel- 
come as a letter from home.” 


“Te’s terrific”. . 


P Today military editions of Newsweek 
are printed in Hawaii, Australia, India and 


A Hell -tnformed Public ts clmercas Greatest Security 


DITORIAL & EXECUTIVE OFFICES 


Newsweek 


| 
7] AMERICA 


BY Aik 


* Commercial Editions 


Iran, which, together with Battle Baby 
and Newsweek V- Mail to the Navy, keep 
America’s fighting forces in every overseas Vv 
theatre of action abreast of the world’s 
If you would like to have a 
copy of Newsweek's Battle 
Baby or perhaps send a sub- 
scription to someone you know 
in the services overseas—write: 


news and its significance. 


This extension of Newsweek's influence 
has led General Eisenhower to write: “I 
commend your enterprise and I thank you 
in behalf of all the men and women of this 
theatre.” And from Australia Lt. General Promotion Department 
NEWSWEEK 
Newsweek Building 
New York 18, New York 


Eichelberger says: ‘““You are rendering a 
great service to all Americans in this thea- 
tre.” From every rank and every branch of 
the service Newsweek is voted tops. 
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Whitman Joins OPA mation programs for gasoline and| He previously had been with Ben- 


A. R. Whitman, formerly OWI/| fuel oil, has been named director |ton & Bowles as vice-president in Fyide Gears Huge 


deputy director in charge of infor-|of the OPA fuel rationing division. | charge of public relations accounts. 


Advertising Age, March 20, 1944 


General Motors 
Promotes Pomeroy 


Only by reading their letters, can you 
appreciate fully what their home-town 
Booth Newspapers mean to thousands 
of Michigan men now serving overseas! 
“I see my old high school team knocked 
off Oakdale... 
“I see Bill Jones got his wings... 
“Smith’s is advertising stoves! Phew!”’ 
Even if they’re weeks old, Booth News- 
papers are welcome visitors all over the 
world. Only a letter from the folks at 
home could be more intimate and per- 
sonal, or more appreciated. And so, 
through overseas mailing lists, contain- 
ing many thousands of names, Booth 
Newspapers gladly expand their sphere 


BOOTH NEWSPAPERS 


of wartime interest and usefulness. 

Return of many thousands of men to 
civilian life will be made easier and 
more natural through the maintenance 
of this home-town contact while away. 

Much of the secret of any newspaper’s 
leadership may be found in its mailbag, 
and Booth Newspapers are thankful for 
the many indications of reader interest 
and service revealed by their overseas 
mailing activity. 


@ For Further Facts, call Dan A. Car- 
roll, 110 East 42nd Street, New York City 
17, New York; or John E. Lutz, 435 North 
Michigan Avenue, Chicago 11, Illinois 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


‘44 Campaign to 
Wartime Changes 


Philadelphia, March 15.—Ex- 
perienced dealers—as well as the 
Exide batteries they offer wartime 
motorists—will be featured in the 
1944 advertising campaign of the 
Electric Storage Battery Company. 

Prior to the war, the manufac- 
turer stresses in explaining the 
drive to its national service or- 
ganization, few car owners were 
interested in batteries and they 
had to be told of Exide values. 
Wartime conditions have stimu- 
lated interest in quality batteries 
more than ever before, with the 
result that Electric Storage Bat- 
tery has changed its copy to point 
up the importance of not only 
buying a dependable Exide battery 
but arranging for regular check- 
ups by an experienced dealer. 

In all, 1944 Exide advertising is 
scheduled to appear in 52 national 
farm, business and trade publica- 
tions. To last year’s list of na- 
tional magazines, Collier’s, Life, 
The Saturday Evening Post and 
Time, the company has added 
Popular Mechanics and Popular 
Science. All copy features the 
slogan: “When it’s an Exide you 
start.” 


Farm Importance Stressed 


In Exide’s new farm paper 
advertising, agriculture pre- 
sented as an important industry 
which must have only the best 
of specialized equipment to meet 
its requirements. The importance 
of getting the right Exide is as 
great in farming as in mining, 
shipping, railroading and other in- 
dustries, the company explains, 
calling special attention to heavy- 
duty and extra duty Exides for 
tractors, harvesting machines and 
other farm equipment requiring 
storage batteries. 

Declaring that “Exide adver- 
tising backs up the dealer by 
strategic ‘bombing’ of markets,” 
the company publication, “Exide 
News,” discloses how advertise- 
ments are placed in the host of 
different publications to reach 
every possible user of a battery— 
bus and truck owners; contractors 
using road and construction ma- 
chinery; boat owners; and business 
and professional men who not 
only buy batteries for their per- 
sonal cars but for commercial and 
industrial use. 

“Exide advertising,” the dealers 
are told, “builds acceptance for 
Exide automotive batteries; accept- 
ance makes selling easier; cuts 
down selling time; saves man- 
power; makes bigger profits—it’s 
always good to be an Exide 
dealer.” 


Readies Air Magazine 

Formerly a special monthly edi- 
tion of Flying, Industrial Aviation, 
published by Ziff-Davis Publishing 
Company, Chicago, will make its 
debut as a separate magazine 
June 1. It will be available by 
subscription only to engineers, 
production executives, purchasing 
agents and key executives in the 
aviation industry. 


L. H. (Larry) Pomeroy, organ- 
izer and director of General Mo- 
tors’ regional public relations de- 
partment in Chicago, has been 
named head of the field relations 
department in Detroit. He has 
been succeeded in Chicago by 
Ralph Moore, formerly Chicago 
regional manager for General 
Motors Acceptance Corporation. 

Philip G. Rozelle, of the Chicago 
office, has been named regional 
public relations director for the 
St. Louis and Southwest area, and 
Don Hogate has been named ‘head 
of GM’s national press relations 
office, Washington, D. C 


P&T Powder Ads 
Simplify Shades 


Park & Tilford, New York cos- 
metic manufacturer, has started a 
nationwide campaign in 60 news- 
papers and The American Weekly 
with weekly insertions of 158 and 
194-line alternate copy for Park 
& Tilford “color-keyed” face pow- 
der. 

A color chart incorporated in 
the copy classifies women into 
three groups, fair, medium and 
dark; nine shades are listed with 
an added suggestion to use darker 
shades for daytime and lighter for 
evening. Charles M. Storm Com- 
pany, New York, handles the ac- 
count. 


Hessler in New Post 


R. V. Hessler, formerly adver- 
tising manager and sales represen- 
tative of the Spicer Mfg. Corpora- 
tion, Toledo, O., maker of automo- 
bile parts and accessories, has 
joined the Timken-Detroit Axle 
Company, Detroit. 


Van Nostrand to R&R 

Jack Van Nostrand, assistant 
deputy chief of the OWI domestic 
radio bureau in charge of the New 
York office, has resigned to join 
the radio department of Ruthrauff 
& Ryan. He has been with OWI 
for the past 18 months. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
CHICAGO 


FLEXIBLE 
EFFECTIVE-thots 
NEWSPAPER 
ADVERTISING 


By their own advertising schedules, Schenectady mer- 
chants every day are showing what newspaper gives them 
best results in sales per advertising dollar. They prefer 
the GAZETTE —a weighty evidence of pulling power. 
Gazette's lead in total advertising in 1943 was 842,402 
lines. (Authority: Media Records.) 


SCHENECTADY 


AZETT 


REYNOLDS-FITZGERALD, INC., National Representatives 
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urE—she’d like a 14-carat diamond. But 
what she wants is a new refrigerator. 


Orchids? Ho-hum. But mention red geraniums 
for her window-boxes, or cereal for her family, 
and you're talking her language. 


Cafe society leaves her cold. But stories about 
people like herself—that’s her language, too. 
She’s America’s middle-class woman. She’s in 
the market for everything. And private indus- 
try will hire back millions of America’s fighters 
and war-workers to supply her, once the shoot- 
ing is over. 

It is vital to you, Mr. Advertiser, to know this 
great American—starting now. She and her 
family form deep-seated brand allegiances. 
She does not merely read the ads—she studies 
them. Today she is deciding what refrigerator, 
which washing machine, whose brand of sheets, 
nylons, clocks, cars, bobby pins she will buy. 
And what she decides can make or break your 
postwar product. 


In America’s vast middle-class market, this 
great American is selected, singled-out from all 
other audiences, by Fawcett’s editorial character. 


Our great “packages” of middle-class readers — 
True Confessions, Movie Story, Motion Pic- 
ture, Magazine Comics, Men’s Unit, Mechanix 
Illustrated, Life Story—add up to 93,137,808 
copies per year. Among New York’s 11,690,520 
people alone we deliver 685,633 Fawcett maga- 
zines per month; to Baltimore’s 1,046,692 we 
deliver 152,070; to Seattle’s 452,639 we deliver 
55,446. Our newsstand franchise is the most 
valuable in America. Our advertising rates are 
the lowest of any major group in our field. 


The time to woo this great American for your 
brand—and win her—is not “postwar” but now. 


FAWCETT PUBLICATIONS, INC. 
1501 Broadway, New York 18, N. Y.—360 North 
Michigan Avenue, Chicago 1, I]l.—Los Angeles 14, 
Pacific Mutual Bldg., Edward S. Townsend Co.— 
San Francisco 4, Russ Bldg., Edward S. Townsend Co. 


The middle class is the class of America 


A Message To You About 
Your Boy Overseas: 


In thinking about him, you wonder what movies 
he sees. Does he see only “old pictures?” The 
ones you saw together before Pearl Harbor? We 
can now tell you: No matter where he is, he 

is seeing the same pictures you see at your local 
theatre—occasionally even a world premiere. 

. The Army’s overseas Motion Picture Service, 
<a which chooses the films from all Hollywood's 
products, sees to that. So relax. Your boy over- ; 
seas is getting the best of the movie bill of 
fare, and probably sees more pictures than you. 


FACTS ABOUT HIS MORALE: 


® 630,000 overseas men in uniform ¢ Of the original 1000 films rented 
see latest Hollywood movies each by thé Army as an emergency meas- ; 
night, admission free! ure just after Pearl Harbor, 200 are ; 
¢ Example: On Oct. 1, 1943, 1269 © still in circulation abroad—com- 
shows were presented in Army manding officers insist the boys want 
camps around the globe, 62 on to keep them. 


Guadalcanal alone. 

© Movies were shown on Bougain- 
ville 7 days after the beachhead. 

¢ The 10,000th free film of the pic- 
ture industry’s gift to the War De- 
partment was delivered to Lt. Gen- 
eral Somervell February 1944. 


e Surveys prove mail and movies 
the 2 leading morale-builders. When 
Americans move into former Axis 
areas, available pictures are carried 
in and shown as soon as possible, 
pending arrival of latest Hollywood 
releases. 


P.S. You see, he’s well taken care of. In all probability, the new picture 
you saw last night is one he is seeing too. There is a war on, and global 
distribution isn’t always perfect. The motion picture industry turns the 
films over to the Army in New York and from there they are rushed to 


your boy — wherever he is! 
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Railroads Launch. 
Drive to Mobilize 


100,000 Employes 


Washington, D. C., March 15.— 
With the nation’s railroads short 
nearly 100,000 essential workers, 
government agencies, labor unions, 
and the Association of American 


Railroads will conduct an inten- 
sive recruiting campaign during 
the next two months, including 
national and local newspaper and 
magazine copy, and local radio. 

Appeals for workers to stick to 
railroad jobs have already been 
issued by ODT officials, and pub- 
licity material has been released 
or the press. 

Important advertising aspects of 
the campaign will be stimulated 
by the Association of American 
Railroads, which has already con- 
tracted for a large magazine sched- 
ule through Arthur Kudner, Inc., 


New York. The recruiting theme 
will be used in a special ad now 
being completed as part of this 
series, to run in more than a dozen 
magazines starting in April. The 
association has considered a net- 
work broadcast to support the 
campaign, but radio plans are still 
undecided. A special poster will 
be distributed by the group. 


Some Campaigns Started 


In addition to advertising by the 
trade association, individual rail- 
roads throughout the country will 
mobilize local newspaper and radio 


advertising to meet their indi- 
vidual manpower problems. Many 
of the railroads have already 
started their campaigns, and it is 
expected that almost every carrier 
in the country will take part. 
Railroads have received a spe- 
cial request from J. J. Pelley, 
president of the association, to 
cooperate in the program. In a 
letter to executives of member 
roads, Mr. Pelley commented: 
“Each railroad, according to its 
own situation and needs, should 
tie in to the national program of 
publicity and advertising with such 


INTERNATIONAL 


COOPERATION 


Red Cross Serves Good Cheer in New Guinea 


The American Red 
Cross, modern miracle 
of mercy and good 
cheer, goes every- 
where—giving mighty 
help to the Yanks and 


their Allies. It’s a long way from a blood 
center at home to a battle front in the 
jungles of New Guinea. But these and a 
million more activities are all in the daily 
work of compassion that is the Red Cross. 


In the fabric of cooperation being woven 


to bind nation to nation in a practical 
peace, the work of the Red Cross gleams 
like a thread of pure gold. Beyond all 
other organizations in the world, the Red 


Cross stands for unselfish International 


Cooperation. 


* GIVE TO THE RED CROSS x 


Iileenational 


- 


PAPER COMPANY 
220 E. 42nd ST., NEW YORK, N.Y. 


PAPERS FOR PRINTING AND CONVERTING 
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local newspaper and radio adver- 
tising programs as will contribute 
to the result sought.” 

Three government agencies in 
addition to OWI will cooperate in 
the campaign. Employment serv- 
ices of the Railroad Retirement 
Board will issue special posters 
and other material will be dis- 
tributed to the U. S. Employment 
offices by the War Manpower 
Commission. ODT has prepared a 
fact sheet, and will issue a number 
of publicity statements in con- 
junction with the campaign. 

The Association of American 
Railroads expects that members of 
the 21 railroad brotherhoods will 
cooperate in individual recruiting 
of workers locally. Railroads have 
been asked to examine employ- 
ment practices to see that there 
are no unnecessary obstacles in 
the way of hiring. The campaign 
is designed to implant the idea 
that railroad work is essential 
war work, and to direct potential 
employes to government employ- 
ment offices and the field offices 
of the Railroad Retirement Board 
and USES. 


Two Name Schulhoff 


Sure- Fit Products Company, 
New York, maker of furniture slip 
covers, has appointed Marcel 
Schulhoff & Co., New York, as its 
agency. Plans call for extensive 
magazine and business paper ad- 
vertising with color pages in House 
Beautiful, House & Garden and 
Look, and black and white in five 
other publications appearing this 
spring. The agency has also been 
named to handle the account of E. 
Leitz, Inc., New York, maker of 
Leica cameras and clinical instru- 
ments. Business papers will be 
used. 


Gets Conformal Shoe 


Conformal Footwear Company, 


division of International Shoe Com- 


pany, St. Louis, Mo., has named 
Guilford Advertising Agency, New 
York, to handle advertising for 
Conformal shoes, featuring a built- 
in plastic arch which is molded 
to the foot at time of purchase. 
Ads will support dealers at points 
selected for initial distribution. 


Hanna to Auto Group 


Phil S. Hanna, formerly finan- 
cial and business editor of the 
Chicago Sun, and previously edi- 
tor of the Chicago Journal of Com- 
merce, has joined the Automotive 
Council for War Production, De- 
troit, as assistant to George Rom- 
ney, director. 


Names Grant Davis 


Grant Davis, formerly general 
sales manager of the shovel and 
crane division of Lima Locomotive 
Works, Lima, O., and West Coast 
district manager of the Koehring 
Company, Milwaukee, has been 
named sales manager of Standard 
Steel Corporation, Los Angeles, 
manufacturer of construction 
equipment. 


They're Young 

} Published by GIRL SCOUTS 

155 East 44th Sereet, New York 17 


Grow along with us! J 


225,000 ABC! 


MEMBER OF THE YOUTH GROUP 
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3 can be dusty in traffic, 
dreary in the rain. But with the sun still shy 
_in the morning mists, it’s a trail awinding 
that tempts you on beyond the bend... 

Advertising can be an open avenue for 
prospects going that way. Advertising can 
be a tempting trail if argument is attired in 
atmosphere! . . . Ever tried gravure to get 
“come hither” in advertising? Gravure has 
mood, as well as measuring stick . . . allures, 
never assaults, gives the glad eye and gets 
one! And gravure gets advertising into the 
Sunday picture sections which get the eyes 
of 90% of all Sunday newspaper readers. 

Metropolitan Group has given gravure 
national stature by combining the picture 
sections of 24 leading Sunday newspapers, 
published in 21 cities, circulated in hundreds 
of choice markets . .. Group gravure includes 
94% of all Sunday gravure picture section 
circulation—11,500,000! Reaches the better 
buying part of the national market as a 
whole . . . can be selected to cover markets 
you want. Any Io cities gets the lower Group 


rates ... Go along and learn more about... 


Group 


Baltimore Sun ¢ Boston Globe ¢ Boston Herald ¢ Buffalo Courier-Express ¢ Chicago Tribune 

Cincinnati Enquirer . Cleveland Plain Dealer . Des Moines Register ° Detroit News 

Detroit Free Press * Milwaukee Journal ¢ Minneapolis Tribune * New York News ¢ Philadelphia Inquirer 

Pittsburgh Press Providence Journal Seattle Times St. Louis Globe-Democrat St. Louis Post-Dispatch 

St. Paul Pioneer Press * Scranton Scrantonian ¢ Springfield Union & Republican * Syracuse Post-Standard * Washington Star 


New York: 220 East 42nd Street * Cuicaco: Tribune Tower * Derrorr: New Center Building * San Francisco: 155 Montgomery Street 
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GF Annual Report 
Reaffirms Wartime 
Advertising Policy 


New York, March 15.—General 
Foods Corporation, which in 1942 
molded its advertising policy to fit 
in with the war years with their 
attendant product shortages and 
dislocations of consumer demand, 
will continue this policy through- 
out 1944, it was indicated this 


week. 

Under this policy, according to 
the annual report signed by Clar- 
ence Francis, chairman, GF will 
spend more money advertising 
certain products, but in some in- 
stances will reduce expenditures. 
Another advertising decision which 
will become more apparent in 
1944, it continues, is that the com- 
pany intends to continue using its 
campaigns to aid the national 
effort to enlist people in helping 
solve the food problem. 

For some time, the report adds, 


SPEAKS TO 


N 
SALESMAN IN TEXAS 


A Chilton © Publication 
100 East 42d Street, New York 17, N.Y. 


GF has been experimenting on 
advertising which, while doing as 
good a job as ever for the prod- 
ucts it is merchandising, would in 
addition do a service for the coun- 
try on the food front. 


New Items Ready 


Dwelling on its research activi- 
ties, the report says that some of 
the food items which have been 
developed specially for the mili- 
tary may become accepted pantry 
items after the war. Each of the 
company’s five new divisions, ac- 
quired during 1943, has new prod- 
ucts ready for market debuts, and 
GF now has ready for market 
tests many new products that have 
been graduated from laboratory, 
experimental, or pilot plant tests. 
“It is ultra-conservative to pre- 
dict,” says the report, “that of 
those selected for market trials, at 
least half a dozen will become 
pantry favorites of the nation’s 
homemakers after the war.” 

On postwar planning, the com- 
pany’s goal is to be in such shape 
that it can reemploy the 2,326 
employes now in the services and 
still retain as many of the em- 
ployes who have joined the com- 
pany since 1939 as may wish to 
remain. 

As for the long-range outlook, 
the report goes on, whenever the 
war in Europe ends, food compa- 
nies such as GF can expect con- 
tinuing demands to keep produc- 
tion at high levels. For a time the 
U. S. will be sharing its food pro- 
duction with its allies and with 
liberated peoples. But even after 
devastated lands become more 
self-sustaining, the country’s do- 
mestic and normal export markets 
are likely to require larger-than- 
present supplies of nutritious, 
modern packaged foods. 

In 1943 sales totaled $259,858,252, 
a gain of 12% over the 1942 total 
of $231,506,460. Net income in 
1943 was $14,144,847, against $13,- 
810,034 in 1942. 


Advertising Age, March 


Universal Pictures Company, Inc. 
Reports to the Public 
to letters from pictures 


The pectures ‘cleaned by in 1963 were made svat 
(ont te the Armed Services for showing our 


Out WAR aACTivitits 


"ung Hof, "AB Babe and the Forty and "Pa 
your and has for release par 
198), amounted to $46.57 517 compared of product for the remainder of the 
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UNIVERSAL REPORTS—Universal Pic- 

tures Co. joined the list of advertisers 

who use newspaper copy to give the 

public the meat of their annual re- 

orts, with this ad illustrated by high- 

fights of the company's activities and 
status. 


ONE REASON WHY 
“No Burton Browne 
client has a com- 
petitor with better 
advertising.” 


MIKE DOYLE... 

Production 
miracle man. No matter how large 


BURTON BROWNE 
“ADVERTISING 


150 E. SUPERIOR ST. 
CHICAGO + DEL, 3800 
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UNDER WARTIME 
RESTRICTIONS, NEWSPRINT 
MUST BE BUDGETED TO MEET 
QUOTAS. 

SEND YOUR NEWSPAPER SCHED- 
ULES AS FAR IN ADVANCE AS 
POSSIBLE ... ALSO INCLUDE 
LEEWAY OF DATES. 


NEW YOR 


THE BRANHAM COM 
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ADVERTISER meets BUYER =—= 
JWar pRODUCER MEETS EDITOR | 
THE NATION THE SHOE INDUSTRY 
PORT 
= There is 4 high degree of winning teamwork The essential shoe sndustry is up to its ears in A N 
in American industry today: Businesses are the job of supplying vital footwear for 133,000.- 
sharing ideas, methods, materials and people on the military and 
manpower: And, the powerful business papers In Boot and Shoe Recorder, the ationa 
’ are playing an important part in promoting Voice of the Trade, the editors and contribu- a = . . a: 
this productive unity of action. tors — and advertisers have helped to a. 
the business rs the ordinate industry effort for successful handling 
wartime producer meets the editor . - post this big wartime 
i nfid the abili d reli 
war planners exchange ideas the sales Reader co ence in the abd! ity and reli- 
oe a manager in New York talks to the dealer in ability of the Recorder has helped the success * ios a ae : 
Texas. Industry meets government, manage of the industry wartime production» distribu- 
ment meets worker, advertiser meets buyer tion and planning program: This same reader 
_, more is accomplished, with more time confidence cam help your advertising win Te 
and money saved. sults for you: ROW and in the future- 
Recorder 


ROM Wisconsin’s perpetual forests buzzing 
sawmills chew out more than half a billion feet 
of lumber each year—enough to girdle the globe 
with a good sized fence. 


Solidly rooted in the state’s vast forest resources 
is a wood products industry which places Wis- 
consin first in the nation in hardwood lumber and 
in pulp products, second in paper and paper prod- 
ucts, and second in planing mill products. 


The varied wood using industries of the state out- 
rank all other lines of peacetime industrial em- 
ployment. For them the new world of wood 
chemistry foretells a potent future, a future 
guarded by a Wisconsin reforestation program 
which grows timber faster than it is cut; 


This permanent Wisconsin industry will, be ready 
for postwar demands for home building, farm 
rehabilitation, furniture, plywood, wood plastics, 
paper, for everything from wood. 


This is just one of the many basic, varied and 
steady payroll sources which provide a solid foun- 
dation for sales plans and advertising investments 
in the Milwaukee-Wisconsin market. There is no 
better place to build a Jasting customer following. 


THE MILWAUKEE 
JOURNAL 


A Market With 
Something to Build On 
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Spier & Sussman 
Dissolve: Two 


Agencies Formed 


New York, March 15.—Franklin 
Spier and Aaron Sussman, prin- 
cipals of the agency bearing their 
names, and whose clients are 
almost exclusively publishers in 
the book field, will dissolve their 
company as of March 20. 

At that time Aaron Sussman 
will resign as an officer and direc- 
tor of the agency, but will con- 
tinue as an account executive 
until April 30. The name of the 
agency will revert to that under 
which it was originally incorpor- 
ated in 1929, Franklin Spier, Inc. 
Spier & Sussman was formed four 
years later. 

Effective May 1, Mr. Sussman 
and Samuel Sugar will open of- 
fices at 24 W. 40th St. under the 
banner of Sussman & Sugar, Inc., 
and publishing coun- 
sel. 

Most of the present personnel 
will remain with Mr. Spier, who 
plans to continue in the field of 
general commercial advertising, 


TIME is the Favorite Magazine 
of Army, Navy, and Marine 
Officers... 


For example, Capt. J. C. 
in North Africa writes: 


"Your Pony Edition is the joy 
of my existence. I create no 
end of envy by carelessly un- 
folding a one week old copy of 
TIME at our mess and proceed— 
ing to ignore completely all 
those people whose mouths are 
just watering for a glimpse 
of it!" 


although specializing in book pub- 
lishers’ promotion. Russel D. 
Hamilton, Richard Porter and 
Mary J. Shipley will continue as 
account executives. Edward L. 
Murray will continue in charge of 
art and production; Ruth S. Low 
as space buyer, and Clara S. Sich- 
ler as head of the accounting de- 
partment. 

The company will take larger 
quarters at its present address, 40 
E. 49th St., and plans to expand its 
promotion, radio and _ publicity 
services to supplement newspaper 
and magazine advertising. 


Offers Ad Trophy 


With a fund of $100, presented 
by one of its members, the Adver- 
tisers Club of Cincinnati has set 
up an award plan and will present 
a trophy annually for the most 
distinguished contribution to ad- 
vertising. 


Names Buchanan 


Bartmann & Bixer, New York, 
manufacturer of Kenneth curtains, 
has named Buchanan & Co., New 
York, to handle its accounts. Wo- 
men’s publications will be used. 


Radio Institute Set 
for May 5-8 


The 15th Institute for Education 
by Radio, held annually under the 
auspices of Ohio State University, 
will be held at Columbus, May 
5-8, under the direction of Prof. 
Keith Tyler. 


Paper Drops Monday Ads 


Because of the limited amount 
of newsprint available, the Re- 
pository, Canton, O., has dropped 
all advertising for its four Mon- 
day issues in March. 
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Prim Test Copy Opens 

Primrose House, New York, has 
begun a test campaign for its new 
deodorant, Prim, using 68-line 
insertions in Newark News and 
New York News on a bi-weekly 
schedule. Erwin, Wasey & Co,, 
New York, is the agency. 


KMPC in New Home 


Station KMPC, operating for the 
past 17 years in Beverly Hills 
Cal., has moved to its new and 
larger studios in Hollywood’s radio 
row at 5939 Sunset Blvd. 


The Metalworking-Metalproducing industry constitutes by far the world's larg- 
est industrial market. STEEL knows this market — is edited for the important 
key men who decide things — and, through its selective circulation control. 
STEEL reaches the plants that do well over 90%, of the industry's entire volume. 
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Journal’ Makes Publisher Clinton D. McKinnon, | -4¥ee Added to K&E Joins ‘Business Week’ — Three Join N. W. Ayer — 
who purchased the 19-year-old|_ Ann Brae, formerly with J. D.| Kenneth C. Warner has joined| Merrick Jackson, formerly in 
new F 1r st Appear anCe i tri-weekly Progress-Journal last|Tarcher & Co., Dorothy Mallinson, | Business Week as advertising rep-|the public relations department of 
a J October and converted it into the|formerly with Earle Ferris, and | resentative in the Cleveland area.| Western Electric Company, and 
in San Diego daily, said his newspaper would | Robert Stevens, formerly with the | Mr. Warner has been with Chilton |Paul Severance, formerly director 
ekly be liberal and independent, and|Blue Network, have joined the|Company since 1930, for the past|of Chattanoogans, Inc., have joined 
Co., San Diego, Cal., March 16.—| would pay special attention to the|radio department of Kenyon &/|five years as western representa-|the public relations department of 
With a circulation of more than|interests and activities of San| Eckhardt, New York. tive of Hardware Age in Chicago.|N. W. Ayer & Son, New York. 
newspaper, the Journal, will make | tion. . e publicity department of Ameri- 
- th its initial appearance tomorrow. Frank Thornton, San Diego, is Baker to Cockfield Ingraham Names R&R can Airlines and script writer for 
a San Diego has more than dou-|local advertising manager and| R. O. Baker, formerly with| E. Ingraham Company, Bristol, | Radio Reader’s Digest, has joined 
4] bled in size since the Scripps-|Hannalee Goodwin, Los Angeles,|Sampson-Matthews Ltd., Toronto, Conn., manufacturer of clocks and/ the agency’s radio department. 
adi Howard Sun went out of business|is national advertising manager.|has joined the Toronto office of | watches, has named Ruthrauff & 
acio | in the fall of 1939, leaving the|Jann & Kelley is the representa-|Cockfield Brown & Co., Toronto|Ryan, Inc., New York, as_ its 
third largest city in California| tive. agency. agency. * 
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WHO—WHAT—WHERE—HOW—IN METALWORKING 


Wartime Changes 


Metalworking Ma 


New facts available 
through STEEL magazine 


survey 


The shifting pattern of the wartime 
metalworking industry has been brought 
into focus and clarified through a new 
check-up of the market, just completed 
by STEEL. 


Showing how capacity and output 
have expanded, the new study now be- 
ing tabulated will be of special interest 
to industrial advertisers and sales 
managers. It traces employment trends, 
tells how many new plants have been 
added, and shows geographical shifts. 


An additional feature of the survey is 
the up-to-the-minute information it 
provides on the industry’s postwar out- 
look for product changes, re-conver- 
sion plans, peacetime employment, dis- 
position of government owned plant 
capacity, and the future of subcon- 
tracting methods. 


Fact Finding Job 


How this fact finding job has been 
accomplished is an interesting story 
in itself. 


Starting early in 1939, before the out- 
break of World War II, the research 
department of the magazine STEEL, 
began to compile and maintain a con- 
tinuing market study of the metal- 
working industry. Questionnaires 
addressed to the top executives of 
Penton’s Master List of Metalworking 
produced data from over 68% of the 
plants. To complete the job, field rep- 
resentatives of the Ross-Federal Re- 
search Corp. called on the remainder. 
The result was a data file over 90% 
complete for the entire industry— 
showing a detailed breakdown of prod- 
ucts manufactured, operations or depart- 
ments in each plant, average employment 
of each, and capital ratings as given by 
Dun & Bradstreet. For quick tabulation 
and maintenance, all facts were recorded 


rket Revealed 


When automobile assembly lines move again after the war, 6,500,000 cars per 
year are forecast. Thousands of metalworking plants will again be engaged in 
turning out parts and accessories for the auto makers. 


on International Business Machine's 
punched cards. 


STEEL’S “Census Bureau” 


Thus was born STEEL’S ‘‘Census 
Bureau”. It made possible a much 
more accurate job of circulation selec- 
tion and control, and made available 
to industrial advertisers a new and more 
detailed picture of the market. 


Then came Pearl Harbor—wartime re- 
strictions practically eliminated the 
usual pre-war sources of government 
information—STEEL began a complete 
re-check of the industry—keeping con- 
stant tab on employment changes, new 
plants coming into the field, and cor- 
recting its master file from day to day. 
This data provided a continuing check 
against the magazine's distribution, and 
was made available to industrial ad- 
vertisers in 1942 in the form of a 
revised Market Study and Wartime 
Market Selector. 


Postwar Planning 


With the growing interest in postwar 
planning, STEEL has now checked the 
postwar plans of a large section of the 
industry. This new data is being added 
to our master file and tabulations will 


soon be available to assist industrial 
advertisers in evaluating after-the-war 
markets on a more factual basis. 


A complete revision of STEEL’S Market 
Study, highlighting this new postwar 
information, will soon be in the hands 
of your STEEL representative. Ask him 
to show you the “Who, What, Where 
and How of Metalworking After the 
War”’ as soon as it is available. 


STEEL 
Penton Building 
Cleveland 13, Ohio 
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WELCO SUPER CARGO PASSENGER LINER snp TERMINAL 


STEEL FORM RON COMPANY - WARREN. OF10. 0.5.4 


TITANIC—Heltzel engineers have developed expansion joints and load transfer 
elements which will be required for the massive concrete slabs used in future 
landing bases such as this. The giant plane of the future is stacked up against 
J. G. Brill Co.'s "bus of tomorrow" (AA, March 6) in J. N. Heltzel's letter. 


This department is a reader’s forum. Letters are welcome. 


score 12 if the ad were ranked in 
its proper place, 11 if ranked one 
position above or below its proper 
place, 10 if ranked two positions 
away, etc. Again most of us can 
agree that his suggestion has much 
merit. 

However, when he says that the 
total point score compared with 
144 gives the percentage of accur- 
acy, he falls into error. The low- 
est possible score under his scoring 
system would be 72. (Try to rate 
the 12 ads to produce a lower 
score!) Accordingly a point score 
of 72 would represent a zero per- 
centage of accuracy, a score of 144 
would be 100% accurate. 

By interpolation, a point score 
of 90 would be 25% accurate, 108 
would be 50% accurate, 126 would 
be 75% accurate. The corre- 
spondent’s percentage was nearer 
ner than the 79% he gave him- 
self. 

Far more pertinent than the 


criticism of the scoring system 
was the comment made by the 
same correspondent (and several 
others) that admen were shooting 
in the dark, or at least in the deep 
gloom of twilight. Almost any 
score under such conditions is 
creditable. What intelligent ad- 
man ever pretended that he could 
efficiently judge ads for an unfa- 
miliar product in a market he has 
not analyzed? 

The ICS contest was not pre- 
sented by Mr. Barrett as a test of 
admen’s all-round ability. Neither 
did Mr. Barrett pretend that his 
ratings were scientific. He merely 
offered a pleasant diversion, or 
game. 

The villain of this piece is the 
author of that now - notorious 
headline “Admen Do Poor Job of 
Ranking.” If not untrue, the 
headline was at least misleading. 

R. D. WHEELER, 

Novelty Press, Inc., New York. 


[Editor’s Note: The villain of 
this piece, as Mr. Wheeler so cor- 
dially labels him, has been wear- 
ing dark glasses and a hair shirt 
for weeks, and has been of practi- 
cally no use in the office since this 
controversy started. If 


readers | 


don’t ease up on him, we’re afraid 
he’ll do something serious and 
with the manpower problem what 
it is, we’re scared.] 

7, F 


Still Gets Laughs 


To the Editor: You may be in- 
terested in the headline developed 


in the enclosed advertisement for 
The Joseph Magnin Company of 
San Francisco in the Feb. 22 Call- 
Bulletin. 
H. GABRIELSEN, 
Sales Promotion Manager, 
Borden’s Dairy Delivery Com- 
pauy, San Francisco. 


+ 


Offers Companion for 
the Brill Bus 


To the Editor: I was very much 
absorbed in the sketch on Page 63 
of ADVERTISING AGE—March 6 issue 
—depicting the 600-passenger bus 
of tomorrow by J. M. Reibel and 
the J. G. Brill Company. 

I have written Mr. Reibel and 
the J. G. Brill Company today and 
have forwarded them a copy of 
my 150-ton cargo plane folder— 
as per copy enclosed. 

Undoubtedly Mr. Reibel and the 
J. G. Brill Company will feel that 
their exhibit is not so colossal as 


t A incidence our client, the Mac- 
it would seem to be after review- donald Tobacco Company, came 
ing this monster of the air. 
J. N. HELTZEL, 

President, The Heltzel Steel 

Form & Iron Company, War- Canadian 

ren, O. _ Prisoners of War 

Attracted Attention RED CROSS 

To the Editor: We were inter-| |— “gy 
ested in seeing the March 6 Ap- “a Same Pedestal! 
VERTISING AGE, containing editorial - 
comment on the Brill “Bus of To- 
morrow.” 

We know that you will be in- 


terested in learning that a day or 
so ago we received a long distance 
call from the editor of Motor 
Magazine, Toronto, who stated that 
he had seen the reproduction in 
ADVERTISING AGE and wanted per- 
mission to reproduce it in his pub- 
lication. 

We are also receiving requests, 
daily, from other subscribers of 
yours who have seen the write-up 
in ADVERTISING AGE. 

J. M. REIBEL, 

Director, publicity and Ad- 

vertising, J. G. Brill Company, 

New York. 


Pages Go to Fighter 


To the Editor: Your third “Dear 
Joe” page is on its way to my son, 
Lt. Lee Jaffe, now at the front in 
Italy. The first two weekly copies 
went there, too. Lee has been in 
active service about two years. He 
enlisted while on the job in J. 
Walter Thompson’s office in New 
York. I know that your column 
will please him. 

I take the liberty of making a 
suggestion that will make the sheet 
a bit more interesting to the serv- 
ice folks who receive this. This 
involves the matter of makeup. 
Include on the back of the “Dear 
Joe” page your “Getting Personal” 
and “Postwar Planning” columns. 
You might also include a few let- 
ters from service men and wo- 
men of the advertising profes- 
sion who write in, or whose letters 
are sent to you. 

For instance—and for a starter 
—I offer a selection from my son’s 
latest letter, dated Feb. 22. It’s 
about the war bond drive. It 
comes from the fighting front in 
Italy. I think it’s inspirational: 

“Yep, we’re having a war 
bond drive too. I was made 
chief salesman for the head- 
quarters battery. They 
know about my experience 
at J. Walter Thompson and 


think I’m just the man. I 
just gave the men a damn 
good pep talk and then 
talked to each man as I paid 
him this past pay day. All 
the officers bought bonds. 
One battery bought $2,300 
in cash—in addition to reg- 
ular allotments—out of a 
payroll of $6,000.” 
Do I have to add more to this 
letter? HERMAN JAFFE, 
Forest Hills, L. I., N. Y. 


Adds Strength to Appeal 


To the Editor: By a freak of co- 


TOUR GIVING THAT Witt KEEP THEM LIVING 


THE MACDONALD TOBACCO COMPANY 


into possession of the postcard 
which forms the theme of the at- 
tached advertisement, just at a 
time when it was urgently needed 
to provide an unusual approach to 
a difficult subject. 
Joun J. COMMON, 
Stanfield & Blaikie Ltd., Mont- 
real, Can. 


Too Many and Too Late 

To the Editor: It isn’t so easy 
to keep abreast, from day to day, 
of all the good things to read, so 
—— be understanding about this, 
00. 

Just a few days ago I finally got 
around to your Nov. 8 issue, and 
you can imagine my surprise when 
I found on your masthead the 
dateline Nov. 8, 1945. 

I am just wondering how many 
good proof readers there are on 
your paper. How many caught 
this? Louis BRITWITz, 

President, Central Advertising | 


Service, Inc., New York. 


ICS Contest Headline | 
Writer Still Taking It 

To the Editor: There is no end 
to the comment concerning the 
ICS copy judging contest. 

A correspondent recently pointed | 
out that superhuman knowledge 
plus plenty of luck would have | 
been required to place any large 
number out of 12 exactly right. 
Most of us agree. 

He also suggested a good plan | 
would have been to assign 12 


points to each of the 12 ads and. 


T. IOWA 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


42 nd Broadway? 
Guess again! 


VER try to shop in the average Iowa 

town? If you haven't, then you've 

got a new and upsetting experience be- 
fore you. 


Main Street looks like 42nd & Broad- 
way when the theatre crowds are letting 
out. You'll find eager buyers fighting 
their way into spick-and-span stores 
after winning the battle of finding a 
parking space—five blocks east of the 
main drag. 


Where do they get their money? From 
the rich black earth of lowa’s farm lands 
and from prosperous industries whose 
operation is not dependent on war con- 
tracts. 
... spend it in a steady flow of trade 
which enriches retailers, wholesalers 
and manufacturers: Spend it in towns 
and cities where 7 out of 10 families are 
covered by the Register & Tribune. 


But they spend it in Urban Iowa 


lowa,R & T Iowa, is one of America’s 
top 20 markets today .. . it is likeliest 
to be the steadiest market on the map 
throughout the storms of war and the 
gales of peace. Wise sales managers 
are fencing off a piece of this fabulous 
market now—to have and to hold in 
postwar days. 


TRIBUNE 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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as a basic unit in its national maga- 


zine campaigns for Scotlissue and 


ScotTowels (campaigns prepared 


° and placed by J. Walter Thompson 
Tass Weex 
Company, Inc.) 


Beeause The New York Times Magazine is read and 
relied on by hundreds of thousands of women from 
coast to coast — the kind of women who buy lots, buy 
often, remember the name of the product they buy — 
advertisers include it in their basic magazine schedules. 


Trademarks ‘‘ScotTowels’’ and ‘‘ScotTissue’’ Reg. U. 8. Pat. Off. 
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Tucker Purchases 
Evans Plywood Plant 


M. D. Tucker; vice-president of 
the Evans Products Company, De- 
troit, has purchased from that 
company its fir plywood plant in 
Lebanon, Ore., and has organized 
the Cascades Plywood Corporation 
to own and operate it. Rated the 
largest and most modern plywood 
plant in the world, it produced 
127,000,000 feet of plywood in 
1942. 

Cascade’s entire output will be 
manufactured and marketed under 
the plywood process and brand of 
the United States Plywood Cor- 
poration, New York. Distribution 
facilities of U. S. Plywood will be 
used, including warehouses being 
pened by U. S.-Mengel Plywoods, 

Cc. 


THEM EFPECTIVELY? 


You should bave expert counsel 
on bow to relich the growing 
$7 Billion Negro Market. Consult~ 


DAVID J. SULLIVAN 


“VERY 10 

Market Organization 

5 A NEGRO Marketing + Advertising + Research 
545 Fifth Avenue + New York, N.Y 


Fred Harvey Ads 
Explain Service 
Woes to Public 


Military Gets First 
Call at Dining Table, 
Civilians Are Told 


Chicago, March 16.—Convinced 
that next to serving “Private 
Pringle,” its most important job 
is setting the public right on its 
busy role, Fred Harvey, operator 
of restaurants, dining cars, shops 
and hotels will use magazines 
throughout 1944 to explain war- 
time inconveniences to civilians. 

The company, founded by Fred 
Harvey 68 years ago when he 
opened his first eating house in 
Topeka, and still owned and oper- 
ated by members of the Harvey 
family, has always prided itself on 
service and quality. The war con- 


YOU MAY BE ABLE TO SWIM 
A MILE IN 21 MINUTES* 


INTO 
WESTERN MICHIGAN FROM CHICAGO 


OR DETROIT! 


Can you think of any reason why 
you'd prefer to listen to a Colum- 
bia station located over 100 miles 
from your home -— in preference 
to a 5000-watt Columbia station 
only a few miles away? Especi- 
ally in a section where distant 
stations “fade” notoriously? 


Then let’s just assume that 
people in Western Michigan have 
good sense, too! When they want 


Columbia entertainment, 
tune to WKZO. . . Both we and 
Free & Peters would like an op- 
portunity to (1) discover, in dis- 
cussion with you, whether or not 
it would pay you to advertise in 
Western Michigan—and (2) give 
you the true, de-bunked facts 
about the other stations that 
claim primary coverage of this 
area. Will you give us the op- 
portunity ? 


Kalamazoo-Grand 


The 
Rapids area is the home of 


1,483,509 better-than-average 
consumers who vastl 
fer WKZO to any an 
other radio station, 
“outside” 
Area. 


pre- 
every 
either 


or “inside” the 


they 


*J. Medica (U.S.A.) did it in 20 minutes, 
57.8 seconds, on July 6, 1934. 


5000 Watts 
590 KC 
CBS 


covers all Western Michigan, with studios in 


KALAMAZOO and GRAND RAPIDS 


Owned and Operated by Fetzer Broadcasting Company 
Free & Peters, Inc., Exclusive National Representatives 


nine 


RESTAURANTS SHOPS + MOTELS DIMENG CARS 


POPGUNS ARE SCARCE—Fred Har- 

vey explains the wartime shortage of 

merchandise in its shops in this forth- 

coming ad, one of a magazine series 

aimed at maintaining customer good 
will. 


fronted it with a tough set of 
problems — greatly increasea de- 
mands by the military as well as 


heavy civilian patronage, food 
rationing, scarcity of help, and 
shortages of merchandise ordi- 


narily offered customers by its 
newsstands and shops. 

To explain these problems, Fred 
Harvey started a series of adver- 
tisements in national magazines 
last July featuring Private Pringle, 
who symbolized the uniformed men 
and women being served every 
day in the restaurants, hotels and 
dining cars. Reaction to the series 
was so favorable that the same 
general theme will be employed 
this year with frequent two-third 
and half-page insertions in Cos- 
mopolitan, Fortune, Liberty, Life, 
Newsweek, The New Yorker, and 
United States News. 


Started Tourist Campaign 


Although newspaper advertising 
has been used in some cities for 
several years, Fred Harvey’s first 
venture in magazine advertising 
was made a dozen years ago with 
a small institutional campaign. 
For three years prior to Pearl 
Harbor, the company used fold- 
ers, booklets and highway signs 
extensively in promoting motor 
tourist patronage for its 14 hotels 
in the Southwest. 

Since Pearl Harbor, most of the 
motorists have disappeared, but 
the trains are more crowded than 
ever, and Fred Harvey has been 
called on to serve 7,000,000 to 
8,000,000 service men and women 
a year, as well as care for greater 
numbers of civilians. But the 
service man—Private Pringle — 
comes first and copy in the new 
series emphasizes that important 
point. 

A typical message explains it 
this way: “If Napoleon himself 
were to drop in and sit down at 
one of our tables we’d be all set 
for him if he pulled that one about 
an army traveling on its stomach. 

“That’s mighty vivid current 
history to us now, because every 
day armies of men and women in 
uniform are traveling on Fred 
Harvey meals. . At times we 
can’t serve these tens of thousands 
of extra meals and maintain quite 
the same Fred Harvey service 
you’ve, been used to. Because of 
the shortage of skilled personnel, 
food rationing and the big increase 
in our civilian patronage we may 
not always live up to what you 
have come to expect of us... 

“We appreciate your good-na- 
tured acceptance of us in our war- 
time role. But when peace comes 
and we all return to the bountiful 
living typical of America, we want 
you to expect only the best of us 
—congenial, alert service—warm, 
inviting atmosphere — carefully 


After the war, money saved by 
war bond purchases can be used 
in traveling and visiting South- 
western beauty spots served by 
Harvey hotels, the public is re- 

minded. 

All ads in the series carry this 
line: ‘3,000 miles of hospitality— 
from Cleveland to the Pacific 
Coast.” Along that stretch an esti- 
mated 30,000,000 meals were 
served last year by the company’s 
6,500 employes. 

One advertisement pays tribute 
to the “Harvey girl,” the waitress 
who is trying to serve record 
crowds. Many of them have gone 
into war service. The critical help 
situation has been partly solved 
by appeals to volunteer workers, 
women from clubs and lodges, who 
help feed soldier trains, by the 
addition of Indian girls in some 
areas, etc. 


Offer Special Facilities 


Special facilities have been set 
up in some union stations where 
Harvey restaurants are located, 
including a military dining room 
at Kansas City where 1,500 to 
2,000 are served daily. News 
agents on Santa Fe trains now 
sell nearly 500,000 sandwiches a 


month, prepared in regular “as- + 


sembly-line” sandwich shops. 
Business Up 200% 


The 80 Harvey dining cars and 
106 crews are handling approxi- 
mately 200% more business than 
in peacetime, and wartime self- 
service restaurants have been set 
up for Santa Fe railroaders at 
various points on the line. 

Travel to national parks has 
been curtailed, obviously, but at 
the Grand Canyon National Park, 
Harvey’s El Tovar hotel is enter- 
taining service men on furlough— 
and building good will for future 
travel days. 

While Harvey buyers have been 
confronted with the usual difficul- 
ties in getting merchandise, the 
company has maintained its shops 
and is selling many of its cus- 
tomary lines. Care is taken not 
to over-buy on substitute items 
deemed necessary. The company 
is sticking by its long-established 
sources and is continuing its well- 
known policy of emphasizing qual- 
ity, not price, in its purchases. The 
sales volume in the shops alone 
runs to several million dollars 
annually. 
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One ad in the new series frankly 
admits the shortage of metal 
articles but tells customers that 
counters and shelves in Harvey 
shops still have tempting displays 
of “most of the things you’d like 
to buy.” “If the particular gift 
or toy you have in mind is missing, 
just remember it’s helping Private 
Pringle wherever U. S. armed 
forces are attacking,” it says. 


Adopts Merchandising Plan 


When train passenger totals de- 
clined in the 30’s, Fred Harvey 
adopted these merchandising poli- 
cies to maintain sales volume: 
increase the services offered to 
customers; plan to sell more goods 
to each customer; and make it 
easier for the prospect to buy. 
They’ll be in use again, and prob- 
ably with good results, after the 
war. 

Byron S. Harvey, son of the 
founder, is now president of the 
company. Vice-presidents include 
two of his sons, Byron Harvey 
Jr., who originated the advertis- 
ing campaign, and Stewart Har- 
vey. H. A. Belt is advertising 
manager, and George H. Hartman 
Company, Chicago, handles the 
account. 


Military to Tell 
Overseas Packing 


Requirements 


Chicago, March 14. — Packaging 
and packing requirements for 
shipping to the armed forces over- 
seas will be explained by a panel 
of Army and Navy officers at the 
annual packaging conference of 
the American Management Asso- 
ciation here March 28-30 at the 
Palmer House. 

The conference will be held in 
conjunction with the association’s 
14th annual packaging exposition, 
March 28-31, which will feature 
the latest in war and essential 
civilian packaging, as well as de- 
tails of revolutionary develop- 
ments in equipment, machinery, 
materials and supplies that will be 
available after the war. 

On the panel of experts will be 
Lt. Col. Frederick F. Berlinger, 
Office of the Quartermaster Gen- 
eral, Washington, D. C.; Major 
M. J. Odell, Army Service Forces, 
Washington, D. C.; Major R. A. 
Schmidt, Army air forces, Wright 
Field, Dayton, O.; and Lt. Comdr. 


Boyd R. Lewis and Lt. W. S. Hass- 
ler, of the Navy Department, 
Washington, C. 

At another panel session, WPB 
and industry experts will answer 
questions on the status of critical 
materials. These include Rex W. 
Hovey, director of the WPB’s 
paper division; P. C. Leffel, vice- 
president of the General Box Com- 
pany, Chicago, and Robert Dul- 
man, packaging engineer of Libby, 
McNeill & Libby. There will also 
be a session devoted to case stories 
in paper conservation and con- 
tainer re-use, and a_ technical 
session. 


Turner Heads Roma 


Burton B. Turner been 
named president of the Roma Wine 
Company, Fresno, Cal., but will 
continue as general manager of all 
the company’s wineries, a position 
he has held for a number of years. 


Hunter to Fair Store 


Howard W. Hunter, with Mar- 
shall Field & Co. for the past 15 
years, has been named advertising 
manager of the Fair Store, Chi- 
cago. 


Ice Industry to 
Resume Ad Drive 


in May Magazines 


New York, March 15.—The Na- 
tional Association of Ice Indus- 
tries, Inc., will launch a nation- 
wide institutional campaign in 
May using full page, black and 
white ads in national magazines. 

The drive will equal or possibly 
exceed previous campaigns in in- 
tensity and will reactivate the 
industry’s advertising functions, 
which have been dormant since 
1942. NAII’s six-year advertising 
expenditures prior to 1942 aver- 
aged $200,000 annually. 

Uncertainty about materials and 
the manpower shortage were the 
chief reasons cited by association 
members as the cause for suspen- 
sion of advertising in 1942. Al- 
though NAII has no provisions 
for advertising appropriations, its 
public relations committee, which 
operates as a separate entity, has 
raised a fund of approximately 
$250,000 among members for the 
campaign. 

Theme of the ads will exemplify 


the essential part played by the 
ice industry in serving wartime 
America. The supplying of ice to 
railroad freight cars, trucks, mili- 
tary camps, commercial establish- 
ments and for the transportation 
of dairy products are among the 
points to be emphasized in the 
copy. 

Donahue & Coe, Inc., is in charge 
of the account. 


Two Name Breese 


Murray Breese Associates, New 
York, has been named to handle 
advertising in the professional 
fields for Stams and Stan-B for 
Standard Brands, Inc., New York, 
and an educational campaign in 
behalf of oleomargarine for the 
National Association of Margarine 
Manufacturers, 


For Signs of 


MERICA’S 
P4PER SUPPLY 


Up and up climb wartime demands of the Coast Guard, Army, Navy 


have, by using paper only for more essential needs. Our 


fighters need pulp and paper, and that demand comes first! 


and Marines, for countless pulp and paper products. But down dives 
the production of pulpwood—just for want of cutting crews. It is 
imperative that Government, press and paper industry cooperate 
to find these men. It is equally important that industry and com- 


merce, advertisers and printers, all guard what paper stocks they 


PULPWOOD 


CAMPAIGN 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO. .. CANTON, N. C. ... HOUSTON, TEXAS 


Tablet Writing and Papeteries. . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK * CHICAGO + PHILADELPHIA * CLEVELAND + BOSTON «ST. LOUIS * CINCINNATI * ATLANTA 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 
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there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chica newspapers, 

offers advertisers a new and highly responsive 
) market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


CHICAGO'S MORNING TRUTHpaper 


Tue Brannam Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, 
emphis, New York, St. Louis, San 


NEW YORK OFFICE: 250 Park Ave. 


Detroit, Kansas City, Los Angeles, rancisco. 


Straus Raps NAB, 
Defends Policy 


on Controversies 


New York, March 15.—Nathan 
Straus, president of WMCA, today 
made public a letter sent to J. 
Harold Ryan, president of the Na- 
tional Association of Broadcasters, 
sharply criticizing NAB’s implica- 
tion that the station’s newly 
adopted policy of selling time for 
controversial discussions is for the 
purpose of increasing its revenue. 

Mr. Straus defended the new 
policy as “an effort to remove the 
booby traps from the front doors 
of radio,” and explained that since 
this policy does not abridge or 
curtail any right to free time 
enjoyed by an organization under 
the NAB code, it “affords an ap- 
peal from the otherwise unappeal- 
able judgment of a station man- 
ager as to what should or should 
not be heard on the air.” 

He also said that when a sta- 
tion manager’s judgment is in 
conflict with responsible organi- 
zations over what constitutes pub- 
lic interest in controversial issues, 


MOLINE, ILL. 
DAVENPORT, IA. 


ita, Des Moines, or Spokane. 


So, disregard “city listings” 
up this market. 


Capital of America.” 


Moline Dispatch. 


market 


WHBF. 


ROCK ISLAND, ILL. 


Over 200,000 


1943 


Metropolitan Population census» Bur. 


As closely linked together as the boroughs 
of New York City are Rock Island and 
Moline, Illinois—Davenport, Iowa . . 

plus 8 contiguous urban communities. Rake 
Here’s ONE important market with a 
population larger than the cities of Wich- 


when sizing 
Remember, when your 
sales message covers the Tri-Cities, you’re 
talking to tremendous buying power... 
both now and post-war ... for Tri-Cities 
prosperity is based on peace-time products. 


V The “Farm Implement 


V¥ 0% of the Tri-Cities 
market is fully covered 
without duplication by 
Rock Island Argus and 


100% of this prosperous 
is blanketed by 


such organizations should, “in our 
belief,” have the right to obtain 
radio time through means other 
than gratuities. 

Mr. Straus charged that the 
policy of the NAB “does not accord 
that ‘freedom of the air’ which 
must be the continuing concern of 
those of us entrusted with a fed- 
eral license to operate a broad- 
casting station.” 

WMCA is not a member of the 
NAB, whose code of ethics pro- 
hibits sale of time for controver- 
sial issues. 


New Jersey Marketers 


to Hold ‘Fact Forum’ 


William B. Stout, head of the 
Stout research division, Consoli- 
dated-Vultee Aircraft Corporation, 
Dearborn, Mich., will speak on 
“John Q. Public Flies” at the “Fact 
Forum for the Future” conference 
of the Industrial Marketers of New 
Jersey March 21 at the Essex 
House, Newark, N. J. 

Other speakers and their sub- 
jects will be: Dr. Frank Schoen- 
feld, director of technical opera- 
tions and development, Chemical 
Division, B. F. Goodrich Company, 


Akron, O., “Synthetic Rubber;” 
D. D. Knowles, manager, elec- 
tronic engineering, Westinghouse 


lamp division, Bloomfield, N. J., 
“Electronics;” E. B. Wilber, At- 
lantic seaboard manager, Alumi- 
num Company of America, 
“Light Metals;” and George Scrib- 
ner, president, Society of the Plas- 
tics Industry, “Plastics.” 


Sanderson Resigns 


Henry A. Sanderson, advertising 
manager of Gimbel Bros.’ Milwau- 
kee store, has resigned, effective 
April 15. Mr. Sanderson was for- 
merly vice-president of H. C. Mul- 
berger agency in Milwaukee and 
prior to that had been with Leo 
Burnett Company, Chicago. His 
successor has not yet been ap- 
pointed. 


Kellett Points to 
Postwar Uses of 
Rotary WingPlanes 


Upper Darby, Pa., March 15.— 
Postwar applications of rotary 
wing aircraft to patrolling electric 
power and oil pipe lines, forestry 
fire prevention, transporting mail 
and passengers to urban centers, 
and a host of other uses are envis- 
aged in an expanded advertising 
campaign of the Kellett Aircraft 
Corporation. 

Full-page advertisements in a 
series captioned ‘“‘Tracing 15 Years 
of Kellett Rotary Wing Progress” 
point out that Kellett continues to 
work with the United States Army 
air forces in the development of 
autogiros and helicopters to meet 
present and future military re- 
quirements, but that details of 
these developments may not be 
given now. 


Cites Performance Record 


“But,” declares one advertise- 
ment, “among many, even prewar 
indicators of postwar opportunities 
to save time and cut costs for in- 
dustry, commerce and agriculture, 
is this historic Kellett record: 
completing 2,607 flights in a single 
year, on a daily timetable, be- 
tween airport and the Philadelphia 
post office roof, month after month, 
in all seasons.” The Kellett rotary 
wing aircraft, copy declares, is 
freed from limitations of airports 
and from the usual speed-altitude 
requirements of aircraft and “can 
land on a flat roof, plowed ground 
or deep grass with scarcely a turn 
of the wheels.” 

Kellett, which has advertised 
almost every year since its incep- 
tion in 1929, has expanded its 1944 
list to more than a score of busi- 
ness papers in aviation and other 
fields. 

Fuller & Smith & Ross, 


Inc., 
handles the account. 
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The most successful sales method ever 
known —the personal call—is coming 
into its own, stronger than ever. 

One master salesman can smile from 
the screens of countless Television 
Receivers, look thousands of prospective 
customers in the eye... and demonstrate 
the merits of his product. He will sell 
thousands as easily as Salesman Sam 


used to sell one. Easier! 


DuMont Television Studios and Telecasting Equipment Divisions 
of Allen B. DuMont Laboratories, Inc. Station W2XWV, 


515 Madison Ave., New York 
General Offices and Plant, 2 Main Ave., Passaic, New Jersey 


Copyright 1944, Allen B. Dumont Laboratories, Inc. 


Paste a Picture of 
Your Product on 
This Television Screen! 


Experimental Television commercials 
by leading advertisers and their agencies 


have shown that sight-plus-sound sales- 


manship over the air is spectacularly 


effective ...so effective that new yard- 

sticks are being fashioned to forecast 

their widening postwar markets! 
Television is the most potent market- 


ing tool in your peacetime sales kit. 


Prepare now to use it! 


 TREEVIS1O 
STATION W2XWVYV 
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“The general preferred hot 
music ort WEDF Flint, so 
I let him have his way.” 


Englander Buys 
First Net Show; 
Libby to Return 


New York, March 15.—Eng- 
lander Company, which has long 
used magazines to promote its line 
of mattresses and bedding, em- 
ploying impressive four-color art 
work, will make its debut as a net- 
work radio advertiser this week as 
sponsor of “We Who Dream,” over 
36 CBS stations. 

Beginning March 17, the dra- 
matic series will be heard Mondays 
through Fridays at 7:15 to 7:30 
p.m., EWT, with Claire Niesen in 
the leading role. 

The Biow Company 
agency. 


Buys Blue Program 


After a lapse of many years, 
Libby, McNeill & Libby, Chicago, 
will return to network radio April 


is the 


17 when it begins sponsorship of 


“My True Story” five days weekly 
over the complete Blue Network. 
The program, which has been 


carried on a sustaining basis under 
an unusual cooperative arrange- 
ment between Blue and Macfad- 
den Publications since February, 
be heard Mondays 
10:15 to 10:40 
a.m., EWT. Each program in the 
series is based on a stor.’ from one 
Magazines 


1943, will 
through Fridays, 


of the four romance 
published by Macfadden. 


J. Walter Thompson Company is 


the agency. 
Plans “Baseball News” 


Alles & Fisher, Boston, in behalf 
of its J. A. and “63” cigars, will 
sponsor “63 Baseball News” start- 
ing April 2 over a group of Yankee 
Network stations. The sports pro- 
gram will be broadcast Sundays 


from 6:45 to 7 p.m., EWT. L. B 
Hawes, Advertising, is the agency 


Adds News Periods 


Effective March 29, Planters Nut 


& Chocolate Company will take 


over sponsorship of Louis P. Loch- 
ner’s news commentary Wednes- 
days and Thursdays in addition to 
the Friday and Saturday periods 
starting at 5:45 p.m., PWT, over an 
NBC network. The program also is 
aired Wednesdays through Satur- 
days at 3 p.m., PWT, on NBC 
mountain and Arizona stations. 
Erwin, Wasey & Co. is the agency. 


Morrell Expands Schedule 


“Bob Becker’s Pet Parade,” 
sponsored by John Morrell & Co., 
for Red Heart dog food, will ex- 
pand from 86 stations to the full 
NBC network on April 1. The pro- 
gram is aired at 9:45 to 10 a.m., 
CWT, Saturdays. Henri, Hurst & 
McDonald handles the account. 


Klingensmith Adds Two 


H. M. Klingensmith Company, 
-|Canton, O., has been named to 
.| handle the accounts of the Canton 
Repository and the Meter Devices 
Company, also of Canton, maker 
of electrical metering devices, 
switches and enclosures. 


Buyer 


PRINTING PRODUCTS CORPORATION 


Equipment 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e PUBLICATIONS pany plant) 


and printing requiring the same kind of equipment and organization to produce. 

such as Booklets, Price Lists, Flyers. House Organs, Convention Dailies, Proceed- 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


and Organization 


Should Know What 


Can Do For Them 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
art of printing orders in which we specialize — from ILLUSTRA- 


IONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 
National Bank of Chicago and other banks. 
rates Printing Products Corporation and associates over $1,000,000 highest 


standing. 


because of up-to-date equipment and best workmen. 
because of automatic machinery and day and night operation. 
because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment will 
save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


LUTHER C. ROGERS 
Chairman and 
Management Advisor 


L. C. HOPPE 
First Vice-President, 
Assistant Chairman 

and Managing Director 


m A. R. SCHULZ 
President and 
Director of Sales 


PROPER QUALITY 
QUICK DELIVERY 


RIGHT PRICE 


NATIONAL AND LOCAL 


is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


Dun & Bradstreet, Inc., 


(The former 


Clean L 


Monotype 
setting. 


desired. 


as fast as 
Mailing 


service as 
completed. 


printing is 


. COMPANY) 


PRINTER SPECIALISTS 


Artists 


Engravers 


Electrotypers 


Telephone Wabash 3380—Local and Long Distance 
POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS 


A large, efficient and completely 
equipped printing plant. 


New Display Type 


for all printing orders. 


All Standard Faces 


of type and special faces, if 
Good Presswork — 


one or more colors. 


Facilities for Binding 


A SAVING is often obtained 


in shipping or mailing when 


the great central market and 
distributing point. 


(THE FORMER ROGERS & HALI 


Rogers & Hall Com- 


inotype, 
and Ludlow type- 


the presses print. 


and Delivery 


fast as copies are 


done in Chicago, 


H. J. WHITCOMB 


Vice-President and 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary 


W. E. FREELAND 


Treasurer 
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Gallup Poll Aired 
Weekly on WHAM 


Rochester, N. Y., March 15.— 
Becoming the first commercial 
sponsor of the once - exclusive 
newspaper feature, the Gallup 
Poll, Stromberg-Carlson Company 
today launched a new program 
over its own station, WHAM, 
highlighting studies compiled by 
the Institute of Public Opinion. 

Titled “Something in the Air,” the 
program will be aired Wednesdays 
at 7:15 p. m., EWT. It features 
current last-minute news, local 
interviews, answers to the question 
of the day and “What the Nation 
Thinks,” as revealed in the Gallup 
Poll’s findings. The musical por- 
tion of the program consists of a 
23-piece orchestra which features 
light classical and modern music. 

The broadcast is a cooperative 
effort on the part of the institute 
and Stromberg-Carlson. 


M. T. Kyle Advanced 


Milton T. Kyle, with Albert 
Frank - Guenther Law, Inc., in 


Philadelphia for the past ten years, 
has been named manager of the 
agency’s Philadelphia office. 


KEY T0 THE EMPIRE STATE 


ALBANY 


Because the Albany mar- 
ket combines all. these 
elements which make for 
economic balance 


NO BOOMS— 
NO DEPRESSIONS 


GOVERNMENT — Capital 
of the Empire State Over 
10,000 Civil Service em- 
ployees, with an annual pay- 
roll of 19 million dollars. 
INDUSTRY—Varied types of 
industrial firms employ 14.- 
000 people. Payroll, 15 million 
dollars. (Albany county only.) 
AGRICULTURE — Farm crops 
and dairy products produce an 
annual income of over 30 million 
dollars in this fertile country 


GEOGRAPHY — Focal point of 
trade and travel—East to Boston 
and New England—North to the 
Adirondacks and Canada—West 
to Buffalo and the Great Lakes 
—South to New York. 
AND— 
You can cover the 151,000 families 
in the Albany A. B. C. market with 
ONE paper— 


THE SUNDAY TIMES-UNION 
Reaching one out of every two families 
at the lowest milline rate in the 
Capital District. 


ALBANY TIMES-UNION 


DANY AND SUNDAY 
A Hearst Newspaper 


Represented Nationally by 
HEARST ADVERTISING SERVICE 


a 
| 
Lin. 
OCOBLESKILL. 
a 
| 
4 
| 


N” so long ago it seemed politically popular to 
smear bigness in business as unserviceable and 
something to be penalized. 


Then came the war. Remembering the desperate need 
we had for weapons with which to fight for our coun- 
try’s life, do you think now that any of our businesses 
were too big? 


Looking beyond war, and to the piled-up needs of the 
world and ourselves for more and better things, do 
you think that any of our businesses will be too big 
for that? 


And seeing, as our destiny, the greatest and most 
prosperous era for our people that this earth has ever 
known if we will but earn it, do you think our busi- 
nesses are, not too big, but big enough? 


Bigness is as bigness does, in a business as in a nation 
or in a man. And we must not forget that in America, 
most of our big businesses are big because our people 
made them so. 


They bought the goods that offered the value; the 
more they bought the more the values grew; they 
rewarded and made biggest the businesses that gave 
them most for their money in products and service. 


Hearst Newspapers are for bigness, for bigger busi- 
nesses for everybody, knowing that any time a busi- 


ness gets too big to better its values, the people soon 
cut it down to their measure by turning to a competitor. 


Hearst Newspapers are for bigness, because they are 
big themselves, and know whereof that bigness 
springs. It springs from doing a big and needed job 
in a big and useful way, and if you don’t keep on 
doing it that way you needn’t worry about bigness, 
but the contrary. 


For a long time now, in more than a dozen of the 
great key cities in America, Hearst Newspapers have 
served the nearly 5,000,000 families that read them 
in the biggest way they know how. With this result: 


If it is on-the-minute, accurate news they want, they 


look to Hearst Newspapers first. 


If it is authentic interpretation of events or trust- 
worthy editorial: counsel they want, they look to 
Hearst Newspapers first. 


If it is features, newspictures, cartoons, columnists’ 
comment, society, sports or business news they want, 
they look to Hearst Newspapers first. 


There is a lesson here which no sensible advertiser 
with an eye on the future will ignore. 


It is simply that in planning marketing programs to 
reach these people, he should look to Hearst News- 
papers first, as do they. 


It was Hearst Newspapers that first 
used photographs as a part of news-story 


JOURNALISTIC FIRSTS BY HEARST NEWSPAPERS 


In the great and varied task of making the modern newspaper interesting, interpretative, entertaining and serviceable to 
the public, Hearst Newspapers have a record of pioneering accomplishment which includes these “firsts” : 


the useof color in news and editorial columns. 


used regular by-line writers and col- 
umnists to provide specialized cover- 


coverage. 


It was Hearst Newspapers that first 
developed the cartoon into a regular strip, 
and then into the comic pages which have 
become such a factor in American life. 


It was Hearst Newspapers that pioneered 


It was Hearst Newspapers that first 
used full-time foreign correspondents to 
assure full coverage of news from beyond 
our borders. 


It was Hearst Newspapers that developed 
the first complete Sunday supplement. 


It was Hearst Newspapers that first 


age of important subjects such as 
finance, radio, politics, entertainment, 
society, etc. 

It was Hearst Newspapers that first 
used and developed the idea of special 
features, such as serial stories, household 
hints columns, cooking news, etc. 


Serving the American People — their Freedom, Security and Progress — by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


ALBANY TIMES-UNION 
Morning and Sunday 


BALTIMORE AMERICAN 


BOSTON RECORD AND AMERICAN 
Morning and Evening 


CHICAGO HERALD-AMERICAN 


LOS ANGELES HERALD-EXPRESS 


NEW YORK MIRROR 
Evening 


SAN FRANCISCO CALL-BULLETIN 
Morning and Sunday 


Evening 


OAKLAND POST-ENQUIRER 
Sunday Evening and Sunday MILWAUKEE SENTINEL Evening SAN FRANCISCO 
BALTIMORE NEWS-POST DETROIT TIMES Morning and Sunday PITTSBURGH SUN-TELEGRAPH Morning and Sunday 
Evening Evening and Sunday Evening and Sunday 


LOS ANGELES EXAMINER 


SAN ANTONIO LIGHT 
Morning and Sunday 


SEATTLE POST-INTELLIGENCER 
Evening and Sunday 


BOSTON ADVERTISER 
Sunday Morning and Sunday 


NEW 
Evening Sunday 
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Tm Christmastime in Southern California found thousands of service- 
DEA 


men away from home. What to do? The Los Angeles Times joined ? 


with the USO in a citywide ‘tHome Hospitality” campaign. Result = 


Or —homes and ‘thomeless” were brought together . . . with trees, 


turkey, trimmin’s and a good time for all. 
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You can still size up a newspaper by advertising linage and circula- LaSal 
— showr 

ivertis 


tion. And the Los Angeles Times rates top spot by those scores. 


But for the long-haul, measure a newspaper by the INTEREST 


it creates for—and receives from—its readers! 


Like Los Angeles itself, The Times has something going on all 
the time . . . a continuous round of Times-sponsored activities. A 
variety that creates interest for all. And these Times events break 


one attendance record after another! 


What does this add up to? Provide interest for all and you get 


a Iresponse. You prove again the readership that makes the Los Angeles 
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DEAR JOE... . 


BUSINESS CHART OF THE WEEK . 


THE PAY-OFF. .. 


OTHER FEATURES... . 


civilian life in the advertising business. 


Dear Joe: 

So you want to go into the advertising 
business! That’s fine. You are a whole- 
some, upstanding lad and have shown that 
you can take it. For my money you’re 
the kind of a fellow who would get along 
in any business you 
chose. The question I 
want you to ponder 
is, “Are you sure your 
best future lies in the 
advertising business?” 

By that I mean, 
have you a little fire 
burning inside of you 
for the advertising 
business? I don’t 
mean are you capable 
of waving your arms 
and shouting and 
throwing out the old ballyhoo. Some of 
the best advertising men I know are quiet 
and thoughtful. You would never sus- 
pect them of a burning conviction about 
their calling. 

Here’s what I’m trying to say to you. 
One day a fellow called me on the tele- 
phone and asked for an appointment to 
see me. I asked him what he wanted and 
he said he wanted to get into the advertis- 
ing business. I asked him why and he 
replied that the piano business was rotten. 
Now there’s a fellow who was never 


Frank Braucher 


meant for the advertising business. He 
Was just a guy who wanted a job, and 
that kind of a fellow will never get very 
far in this business. 

Somebody may tell you that when you 
come back you're going to find things 
entirely different. That’s true. But if 
you have the heart of an advertising man, 
‘do you know what changes will mean to 
you? They’ll mean a challenge. In this 
_ business changes are constant. New prod- 
ucts, new uses for old products and new 
slants on merchandising them. New ways 
' to present products or services to the con- 


sumer. Constant checking on consumer 
attitudes. In most businesses changes 


Dear doe: 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 
of view that will be important for “Joe” to bear in mind when he returns to 


come one at a time. In this business they 
come in one large bundle—all at once. 

And get this straight. The advertising 
business is a business. It is not a circus 
or stunt performance. It is true it has 
attracted some verbal acrobats and side 
show auctioneers, but they are not the 
people who give the business its character. 
It gets its character from those men— 
advertisers and agents—who have knowl- 
edge and conviction about the place ad- 
vertising occupies in the economic scheme 
of things. 

While you’ve been away, we’ve been 
thinking and talking a lot about how our 
so-called “gross national product” or our 
“national income” has got to be such and 
such a figure to put you and the other ten 
million or so G. I. Joe’s back to work. 
That prospect doesn’t scare us quite as 
much as it would have four or five years 
ago. We have had quite an object lesson. 
We’ve seen how millions of idle men and 
thousands of idle plants could be put to 
work, turning out the mountains of tools 
you used at Salerno and Kwalajein. 

But—and this is a whale of a “but”— 
we’ve had just one customer for all these 
wares. This is where you come in, Joe, 
because when you get back, we’re going 
to need a hundred and forty million cus- 
tomers with as many demands and as 
eager to buy as General Somervell, “Hap” 
Arnold and Admiral King. 

That will take advertising. It will take 
more advertising and more skillful, more 
honest and more sincere advertising than 
we've ever had before. 

So when you think of going into adver- 
tising, you’re thinking of going into a 
vigorous, growing business, and one which 
carries the future hopes of millions of 
people who have earned the right to a 
happy, more prosperous future. You'll be 
more than welcome—if you are sure 
advertising is your business. 

FRANK BRAUCHER, 
President, Periodical Publishers 
Association, New York. 


lhe Pay a OA a NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
_ does not seek direct inquiries or orders—will be reviewed and discussed from 

week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 


In this column two weeks ago, I made 
the point that where there is a definite 
class of prospects for a product, the mail 
order advertiser finds a little advertise- 
ment will often work effectively. 

Elon Borton, advertising director of 
LaSalle Extension University, has since 
shown me two 15-line, one-column ad- 
jvertisements which illustrates this point 
beautifully. His records show that these 

)jadvertisements have been used (almost 
unchanged) for at least 25 years, and that 
during that period each has appeared 
about 3,000 times in national magazines. 

In some of the weeklies they have been 

BECOME AN EXPERT 


Feecutive Aces puntants and C. to $10,000 
of need them. 20.0 000 Public Ac count: 


members of the American Institute of 


rite for free book 
LaSalle Extension University, Dept. Chicago 
A Corres 


pondence Institution 
run as often as 15 or 20 times a year, 
year after year. 

He estimates that the Accountant ad 
has cost about $300,000 for space and that 
it has resulted in nearly $3,000,000 of 
Sales direct to the 100,000 inquiries re- 
ceived from it—or nearly $10 for each 
dollar in space cost. The Law ad has 
almost as good a record. 

Notice that the big headline words, 
“Accountant,” or “Law,” catch the eye 


of those already thinking about an ac- 
counting or law career and that the rest 
of the headlines, ‘““Become an Expert...” 
r “Study at Home” ties the reader in 


Legally trained men win high- 
er positions and bigger suc- 
cess in business and public 
life. Greater en now than 
ever before. ig corporations are 
headed by men with legal training. 


More Ability: More Prestige: More 
We guide you step by step. You can train at home 
spare time. Degree of LL. sful 
ates in every section of the U. We furnish 
all text material, ading 14-volume Law Library. cost, easy 
terms, Get our valuable 45-page Leadership’ and 
**Evidence’’ books FREE. Send for them N 


LaSalle Extension University, Dept. 
Correspondence Institution 
by the cnatadion that here is a way to 
achieve his desire. The ads are pri- 
marily an attempt to reach a definite 
group of prospects. 

LaSalle supplements such little ads 
with column and page insertions selling 
its own facilities and the idea of account- 
ing or law as a career. These larger 
ads have to prove themselves in results, 
too, but not as much is expected of them 
in proportion to cost as of these little ads. 
But between the two kinds, the long 
range and immediate result goals are 
achieved. 

Notice that there is no fine writing in 
either of these ads—they are condensed 
and crammed. Yet in each are all the 
elements of good selling—the attention 
getter in the headline, the suggestions of 
opportunity, money profit and prestige, 
a brief description of the product (train- 
ing), a reply hook in the offer of a free 
booklet, and an appeal for action. 


Vhs Business of 


When famed Irvin S. Cobb died a few 
days ago, he was mourned by one of the 
largest, and certainly one of the most 
catholic groups imaginable. Cobb was a 
humorist known and appreciated in all 
kinds of places and by all kinds of people, 
not excluding advertising people. But to 
Robert E. Rinehart, now a vice-president 
of Donahue & Coe, and to Wm. H. Ran- 
kin, agency head, Cobb was even better 
when he was serious. 

Rinehart, indeed, is credited with hav- 
ing purchased the 
first two serious 
stories ever written 
by Cobb. When he 
was editor of Mad- 
ame, Bobbs - Merrill 
magazine in Indian- 
apolis, in 1906, Rine- 
hart sent Cobb a 
series of six Under- 
wood and E. M. Ashe 
paintings and asked 
him to write two 
stories around them. 
Cobb did, and got $25 apiece for his 
labors. 

Nineteen years later, when the same 
Bob Rinehart and Bill Rankin were han- 
dling a number of American Tobacco 
accounts — among them Sweet Caporal 
cigarets—President Percival S. Hill and 
Vice-President Charles S. Penn of Pa- 
ducah invited Cobb to do a series of 
Sweet Caporal magazine ads, to be illus- 
trated by James Montgomery Flagg. He 
accepted, and wrote a series of 10 ads— 
his first direct connection with advertis- 
ing. He subsequently starred in a talkie 
made for General Electric, and was also 
the star of a radio show, “Paducah Plan- 
tation,” sponsored by Oldsmobile. 

It was because of his advertising work 
for American Tobacco that the Sphinx 
Club of New York (founded in 1896 and 
reputed to be the daddy of all advertising 
clubs; now extinct) decided to have an 
“Irvin Cobb—the Advertising Writer— 
Dinner” at the Waldorf-Astoria, Dec. 15, 
1925. Bill Rankin, then vice-president of 
the club, presided; the Goodrich Silver- 
town Orchestra gave a concert, “exactly 
as they do every Thursday evening at 
Station WEAF”; Charles W. Hoyt, agency 
head, “came strolling in, dressed as Will 
Rogers, and gave a very delightful im- 
personation;” and the other featured 
speaker was “Mr. H. V. Kaltenborn of the 
Brooklyn Daily Eagle — one of the most 
popular speakers over the radio.” 

Mr. Cobb was certainly not at his worst 
that night two decades ago. 

“I stand before you tonight in a new 
role,” he began, “and related to you in a 
capacity different from any I have en- 
joyed with relation to this body. I used 
to read advertisements and believe them; 
now I write them. So I salute you, not 
as your former victim, but as your fellow 
conspirator. 

“I am gratified that this assemblage 
should be so large, but I had no idea 


Irvin S. Cobb 


there were so many of this fraternity. 
From my readings of ‘The Arabian 
Nights,’ and notably the story of Ali Baba 
and the thieves, I thought there were only 
40 of you, so it is with pleasure that I 
note you have spawned and procreated 
your species.” 

“If I were offering advice to advertis- 
ing men,” said the sage of Paducah, “I 
would say that the chief essence, the first 
object to be arrived at in advertising 
would be a convincing candor, an honest 
sincerity, such as that which character- 
ized a small ad I once read in the per- 
sonal column of an Australian daily, 
which ran to this effect: 

If James Mahaffey, who eighteen years 
ago, cruelly and wilfully abandoned his 
destitute wife and infant son, Michael, will 
return home, Michael will take pleasure in 
knocking hell out of him. 

“An advertisement should have for its 
cardinal principle a direct appeal to the 
business instinct; it should carry that les- 
son which was exemplified in the case of 
Mr. Pincus who was dying upstairs in his 
little tenement above his second-hand 
brass goods store, and the doctor came 
out of the sick room and told the sorrow- 
ing wife that if the family wished to see 
him while he was yet conscious they had 
better come in at once; and Mr. Pincus, 
presently emerging from a sort of coma, 
found himself entirely surrounded by 
little Pincuses; and his wife, bending over 
him, speaking in a voice choked with 
sobs, said, ‘Abram, we are all here to tell 
you goodbye and pray for you. Here is 
Lena and Rosie and Hyman and Sidney 
and Ikey and Izzy, and the twins and the 
baby, all are here, and maybe, papa, you 
got some last message for us?’ And then 
they saw a conscious flickering in the 
glazing eye of the father and husband, 
and his bearded jaw began to click, and 
the wife leaned over him to catch his 
words, and she said, ‘Hush, children; 
listen, from papa now comes his last 
words. What is it, papa?’ And he said, 
‘Rachel, who is watching the store?’ ” 

Turning, as he so easily could, from fun 
to more serious things,-Mr. Cobb con- 
cluded: 

“I believe with all my heart that the 
honestest business men on this earth to- 
day are the representative and reputable 
business men of the English-speaking 
world; and I believe, further, that much 
of the honor was due originally to the at- 
titude taken years ago by reputable ad- 
vertising agencies and reputable journals 
in this country and Great Britain. Busi- 
ness is honest, and the advertising man 
today is the honest mouthpiece of honest 
business wherever our tongue is spoken. . . 

“And I believe that a large measure of 
the prosperity which today we are enjoy- 
ing in this country is due to the fact that 
readers — which means patrons, which 
means buyers, which means the public— 
believe what they read in the printed 
word about the merits of goods that are 
advertised, and are, therefore, the more 
willing to purchase them.” 
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ATF Advances Proctor 


C. D. Proctor, manager of sales 
development of the American 
Type Founders Sales Corporation, 
Elizabeth, N. J., since 1940, has 
been named sales manager of the 
company. F. B. Heitkamp, vice- 
president of ATF, who was for- 
merly in charge of sales, has been 
named to plan and coordinate the 
various phases of activities of the 
parent company and all subsidi- 
aries. 


‘Electrical Living in 
194X’ Told by Westinghouse 
With an estimated need of 
1,000,000 housing units or more 
annually for a period of ten years 
after the war, the better homes 
department of Westinghouse Elec- 
tric & Mfg. Company has prepared 
a new book, “Electrical Living in 


194X,” for builders, contractors, 
architects, engineers and allied 
interests. 


Predicting that all new homes 
will be electrical and that indica- 
tions point toward a greater use 
of electricity in existing homes, the 
64-page illustrated book declares 
the “home of 194X” will have (1) 
enough outlets for present and 
anticipated appliance and lighting 
needs; (2) enough circuits to dis- 
tribute the electrical load prop- 
erly; (3) enough switches for 
safety; (4) modern protection for 
all electrical circuits; and (5) wir- 


s and Industry Are Preparing for a Peacetime World 


ing and wiring devices of high 
quality. 

Plans for an average-price post- 
war home described in the book 
include 18 individual electric cir- 
cuits to make unnecessary any 
future expensive wiring additions, 
and to provide improved service 
from electrical appliances. Wiring 
diagrams and a complete floor plan 
explain why each circuit is neces- 
sary and how the electrical load 
should be distributed. The tech- 
nical data sheet section includes 
all specifications of electrical appli- 
ances and equipment which will 
be available. 

Copies of the new booklet may 
be secured from the company, 306 
Fourth Ave., P. O. Box 1017, Pitts- 
burgh 30, Pa. 

* 

A thorough study of industrial 
operational costs, aimed at reduc- 
ing the cost of manufactured goods 
to the public, is urged by the 
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a Fighting Mood 


They can hasten the day of VICTORY by pro- 
tecting their own health and the health of their 
working family... by preparing well balanced, 
vitamin rich meals every day .. . by saving FATS, 
salvaging tins and buying more BONDS. They 
can remember or forget your brand name. . . de- 


CLEVELAND 


vv REPRESENTED BY NBC SPOT SALES yw 


Millions stay tuned to the 


National Broadcasting Company 
It’s a National Habit 


pending on whether or not you keep them re- 
minded of your product by suggesting new war 
time uses for it. On WTAM the COST is only 
$.000073 per Housewife. 


America’s No. 1 Network 
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A Service of Radio 
Corporation of America 


National Association of Manufac- 
turers, New York, in the fourth of 
a series of corporation postwar 
planning guides just issued. Titled 
“Guide to Cost Study in Corpora- 
tion Postwar Planning,” it is in 
the form of a check list and takes 
up the 150 most important cost 
problems which must be met by 
all manufacturers, large and small, 
in returning to peacetime produc- 
tion. 
* 


The Illinois Postwar Planning 
Commission has proposed a public 
works program totaling $121,000,- 
000, reports Water Works Engi- 
neering, adding that detailed plans 
and specifications either have been 
completed or are in preparation. 


000. In addition, 62 of the 102 
Illinois counties have 
postwar programs and projects 
totaling $96,000,000, and park dis- 
tricts, sanitary districts and mu- 
nicipalities, other than Chicago, are 
contemplating projects totaling 
$94,000,000. 


* 


“Government will grant, in vari- 
ous forms, tax exemptions to in- 
dustry, so why not to real estate?” 

So asked Hugh Potter, president 
of the Urban Land Institute, Hous- 
ton, at the National Conference on 
Postwar Planning March 8 in Chi- 
cago, in discussing the most feasi- 
ble ways federal aid can be given 
to the construction of low cost 
housing and the rehabilitation of 
slums and blighted areas in Amer- 
ican cities. 

The tax exemption plan ad- 
vanced by Mr. Potter calls for tax 
exempt municipal bonds, deducti- 
ble from income tax during the 
year the purchase is made; a de- 
duction covering the cost of the 
structure erected upon the former 
blighted land; a liberal deprecia- 
tion allowance on structures built 
on such land; and a 10% deprecia- 
tion allowance to the homeowner 
over a ten-year period on the 
dwelling unit constructed upon the 
reclaimed land. 

“This plan,” he asserted, “should 
attract money from many present 
places of deposit amounting to 
some $80,000,000,000.” 


* 


Peacetime women workers, esti- 
mated by the Department of Labor 
at no less than 15,000,000, loom as 
an outstanding source of business 
for delicatessens, predicts the cur- 
rent issue of Delicatessen, New 
York. It points out that unlike 
any other type of food outlet, the 
distinctive services of the delica- 
tessen are made-to-order for the 
busy working woman. 

The publication suggests that 
the delicatessen operator will “bid 
for her business with his (1) wide 
range of ready-to-eat foods and 
beverages; (2) later store, plus 
Sunday, operating hours; (3) full 
line of every essential type of 
food; (4) deliveries; and (5) tra- 
ditionally friendly service and 
shopping guidance.” 


* * 


“It is not too early to do some 
postwar planning for bank adver- 
tising,” suggests W. H. Neal, vice- 
president of the Wachovia Bank 
& Trust Co., Winston-Salem, N. C., 
and chairman of the public rela- 
tions council of the American 
Bankers Association. “Banks will 
have a great opportunity to finance 
the return to peacetime produc- 
tion. The job should not be left 
to the government. Through ad- 
vertising the banks must convince 
the public and the government of 
their willingness and ability to 
handle this task.” 


* * 


A new capitalistic concept of in- 
dustry’s postwar job is advanced 
by George E. Whitlock, president 
of Mullins Mfg. Company, Warren, 
O., in a booklet entitled “A Work 
Economy,” in which he contends 
that if we are to prevent another 
depression and secure permanent 
peacetime prosperity there must be 
a shift of emphasis from “maxi- 
mum profit to maximum employ- 
ment.” He warns that “industry’s 
only insurance of long-time, high- 
average profits is to govern its 
actions to conform to the prin- 
ciple of keeping men and dollars 


busy.” 


A highway project tops the list}] 
at an estimated cost of $103,000,- |} 


reported | | 
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N.. do the readers. It's 
a well balanced publica- 
tion, in which both sub- 
scribers and advertisers 
get a pretty even break. 


Even with the paper situ- 
ation as critical as it is, 
we will not sacrifice edi- 
torial content to crowd in 
additional advertising. 


You can depend upon 
that. 


We enjoy the readership 
of a rather ‘'clannish'' 
group of subscribers for 
ours is the only publica- 
tion in the PRODUCTION 
TURNING AND 
THREADING industry. 
Featured in each issue are 
subjects of interest to su- 
pervisors and operators 
ofautomatics, turret 
lathes, chucking machines 
and such second opera- 
tion machines as tool 
room lathes, millers, drill 
presses, threaders, tap- 
ping machines, etc. 


If you make such ma- 
chines, tools with which 
they produce millions of 
parts, materials, cutting 
oils or accessories, you 
can bring your advertising 
messages out in the open 
by using 
SCREW MACHINE 
ENGINEERING. 


New circulation statement 
and rate card will be sent 
promptly if you ask for 
your copy. 


Screw Machine 
Engineering 
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Pabco Advances 
Postwar Plan 
for Retailers 


San Francisco, March 15.—To 
help retailers plan their postwar 
future, the Paraffine Companies, 
Inc., maker of Pabco floor cover- 
ings, is outlining to dealers a com- 
plete plan of merchandising, dis- 
playing and selling of hard-surface 
floor coverings “at full price and 
full profit.” 

“Our Pabco plan,’ explained 
Fred Rea, public relations and 
sales promotion manager of Par- 
affine Companies, “tells the dealer 
what he can expect from us in 
the postwar period in the line of 
Pabco Soil-Sealed linoleum and 
our Stainless Sheen floor coverings 
and Guaranty rugs. It provides 
him with a detailed chart for mer- 
chandising and displaying a com- 
plete range of floor coverings. 
Likewise, it helps him to locate his 
hard-surface department scientifi- 
cally and to relate it in a sales- 
worthy manner with other depart- 
ments.” 

Declaring that conversion to a 
peacetime economy is already 
under way, Mr. Rea said the plan 
is designed to stimulate the re- 
tailer’s thinking about his own 
future. Already, he said, many 
dealers have indicated they intend 
to adopt the plan in its entirety, 
while others plan to adopt differ- 
ent parts of the outline. 


are 


Gets Bus Advertising 


Philbin, Wrangell & Coine, New 
York, which handles bus and 
street-car advertising throughout 
Massachusetts, Georgia and Flor- 
ida, has been appointed exclusive 
selling agent for all transportation 
advertising in St. Petersburg, Fla. 


Greene to Doremus 


Charles C. Greene, formerly 
vice-president of Buchanan & Co., 
aas been named vice-president of 
Doremus & Co. in charge of the 
agency’s Chicago office. 


\timore 
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Wine Group Resumes 
National Advertising 


After an absence of eight years 
from the ranks of national adver- 
tisers, the California Wine As- 
sociation, division of Fruit Indus- 
tries Ltd., has launched an aggres- 
sive advertising campaign in be- 
half of Ambassador wines. 
National weekly and monthly 
publications as well as newspapers 
and business papers are being used 
to develop the theme, “Ambassa- 
dor Wines Are the Better Wines.” 
Davis & Beaven, Los Angeles, 
handles the account. 


Baby Health Week 


Promotion Planned 

Observance of Baby Health 
Week, April 28-May 7, this year is 
expected to reach greater propor- 
tions than ever before because of 
last year’s record-breaking num- 
ber of births, and the continuing 
high birth rate, expected to reach 
almost 3,000,000 births in 1944. 

National magazines, newspapers, 
radio and manufacturers are pro- 
moting its observance, with re- 
tailers urged to cooperate by dis- 
playing baby products during the 
week. 


Sloan to Baker Agency 


Gordon H. Sloan, formerly vice- 
president in charge of sales for 
Colgate-Palmolive-Peet Company 
Ltd., has joined the Baker Adver- 
tising Agency, Toronto, as account 
executive and merchandising di- 
rector. 


™ 
Shappe-Wilkes Appointed 
Shappe-Wilkes, Inc., New York, 
has been named to handle the ac- 
counts of the U. S. Instrument 
Company; Optical Research, Inc.; 
and Dassonville Company, all of 
New York; and the Potter Instru- 
ment Company, Flushing, N. Y. 


hydrogenated oils. 


and tomorrow. 


Center of the growing West Coast 
chemical industry — that’s Tacoma, 
Washington’s Second Market * * * 
Long is the list of important basic 
products now being produced in Taco- 
ma. Metallurgical coke . . . charcoal 
... calcium carbide . .. chlorine... 
caustic soda ... hydrogen . . . sodium 
silicate ... silenium... nitrogen... 


too, and more to come. For many an 
industrial leader has the name “Taco- 
ma” on post-war expansion plans. * * * 
With abundant low-cost power, ideal 
location, nearby raw materials, Tacoma 
is a “natural’’ for electro-chemical de- 
velopments — and for alert, forward- 
looking advertisers. 
diversification means constantly grow- 
.ing payrolls, a growing market today 


There are others, 


Wide industrial 


CHEMICALS are changing 


the Tacoma Industrial Scene 


Tacoma, Washington’s Second 
Market, is an integral part of the 
state’s “70%-Plus” region. In 
Western Washington you'll find 
74% of the state’s effective buy- 
ing income, 73% of the state’s 
population, 71% of the retail 
sales, 86% of the industrial pay- 
roll. It’s more than a “one-city” 
market — and to cover it ade- 
quately you need the Tacoma 
News Tribune’s dominant, con- 
centrated circulation. Get the 
facts. Any Lorenzen & Thomp- 
son representative will gladly 
supply them. 


TACOMA, WASHINGTON 


Lorenzen & Thompson, Inc. 
National Representatives 
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Tells Wartime Story 

One hundred thousand copies of 
“On the Job,” a 24-page booklet 
giving a pictorial report of the 


wartime achievements of  the/|their key men. 


have been 


Chevrolet Motor Division, General 
Motors Corporation, 
sent to all employes and to Chev- 
rolet dealers for distribution to 


YOUR 
PROGRAM RATING SERVICE 


against these 14 points 


Sponsored network program ratings comparable 
with the past.* 


e Ratings on “open” time periods comparable with 
the past.* 


e “Sets-in-Use”, “Share of Audience” during, preced- 
ing, and following each program and “open” 
period (a) released with the ratings (b) compar- 
able with the past.* 


Composition of radio program audiences — in each 
report. 


« Sponsor Identification Analysis — in each report. 


Same cities used during each week surveyed — as 
in the past.* 


« Publication of two different “continuous” ratings 
on same program avoided — as in the past.* 


City-by-City Ratings on your sponsored network 
program — comparable with the past.* 


e Network Ratings taken in cities of equal network 
opportunity — as in the past.* 


Network Cross-Section Urban Ratings — properly 


vidually, published periodically under separate 
cover. 


U. S. Cross-Section Urban Ratings — properly bal- 
anced to reflect total U. S. network and independent 
urban radio facilities collectively, published periodi- 
cally under separate cover. 


12. 
13. 
14. 


Program Audience Histories — comparative records 
of network program performance dating from 1934. 


Basic Trend Chartbook—graphic comparative basic 
trend indexes. 


Pocketpiece — Network Ratings condensed for your 
convenience, comparing current audiences with 
“last report” and with “year ago.” 


Radio Audience Measurements 


| C. E. HOOPER, INC. 


NEW YORK . LOS ANGELES 
*and future 


) 


balanced to reflect each network’s facilities indi-. 


to sub... 
Continuously by Coincidental Method k Hoe 
Since 1934 14 seo, 


GENERAL 
*Ace Fiction Group.... 
American Magazine 
*American Forests 
American Home 
American Legion 
Better Homes & 

Gardens 


*Dell Detective Group.. 
*Dun’s Review 
Esquire (National) 
Fawcett Men’s Group.. 
Front Page Detective... 
*Grade Teacher, The... 
*Guide Detective Unit.. 
House Beautiful ....... 
House & Garden....... 
*Improvement Era 
Mechanix Illustrated 
Moose Magazine 
*Motor Boating ....... 
National Geographic 
Nation’s Business 
*Nature Magazine 
Popular Mechanics 
*Popular Publications. . 
Popular Science 
Redbook 
Scientific American.... 
*Street & Smith Fiction 
Group 
*Thrilling Group 
Town & Country 
True Detective 
Woodmen of the World. 
*Yachting 


oe ee eee 


Total Group 

WOMEN 
*Charm 
Good Housekeeping 
Harper’s Bazaar 
Holland’s 
Ladies’ Home Journal. 
Mademoiselle 
Modern Romances (MM) 
Modern Screen (MM)... 
Motion Picture (F) 
tMovieland 
*Movie Life 
*Movie Stars Parade... 
Movie Story (F) 
Parents’ (N. Y. Metro. 

ee 
tParents’ (National) 
*Personal Romances 
Photoplay-Movie Mirror 

(Mac) 


Volume Up 


nation’s magazines 


tion Bureau. 


of 34%. 


month against 


——1944—_,  ——1943—_, 
Pages Lines Pages Lines 
9.2 2,226 10.0 2,390 
62.9 26,411 42.4 18,178 
11.5 4,830 9.8 4,130 
49.9 31,537 26.8 16,921 
23.5 10,094 17.9 7,698 
61.2 38,651 43.8 27,696 
25.0 10,732 19.1 8,183 
14.6 9,940 4.8 3,279 
4.3 2,952 3.7 2,551 
71.1 30,510 50.9 21,840 
20.7 8,866 16.7 7,172 
25.3 10,866 11.6 4,956 
13.2 5,550 6.3 2,726 
72.1 48,447 46.4 31,156 
13.9 9,550 12.1 8,320 
12.7 5,440 8.7 3,739 
189.0 119,448 133.0 84,056 
20.3 8,727 16.6 7,134 
17.5 7,719 14.9 6,354 
6.4 4,404 5.1 3,462 
74.3 46,986 34.9 22,056 
52.4 33,100 27.8 17,585 
17.2 7,395 17.1 7,346 
19.8 13,513 10.4 7,121 
52.5 11,758 36.4 8,155 
5.5 2,356 6.4 2,760 
76.7 45,105 57.8 24,975 
33.4 7,945 21.3 5,080 
65.4 27,447 59.5 25,512 
5.7 2,415 6.2 2,614 
97.2 21,781 66.6 14,924 
12.4 2,770 12.5 2,794 
97.4 21,827 72.6 16,265 
39.8 17,057 35.3 15,153 
6.9 2,952 3.2 1,386 
10.7 4,596 7.8 3,339 
6.0 1,116 9.0 2,016 
35.9 15,080 25.8 11,080 
11.5 3,468 18.1 4,057 
90.1 60,522 38.7 25,998 
14.5 6,200 9.7 4,172 
4.7 2,013 2.9 1,268 
80.5 47,334 59.0 37,288 
1,634.8 801,636 1,139.6 534,885 
78.0 33,462 30.0 12,870 
83.6 35,881 46.1 19,796 
113.3 48,618 86.6 37,173 
178.4 112,755 97.0 65,203 
13.4 10,131 12.4 9,409 
25.0 16,989 17.2 11,694 
100.4 68,297 82.3 55,985 
162.9 69,892 142.4 61,101 
71.9 48,856 63.8 43,382 
50.6 21,717 32.3 13,856 
53.0 22,722 36.6 15,715 
54.7 23,483 42.4 18,175 
23.9 10,233 
29.4 12,617 12.0 5,114 
18.6 12,677 10.6 7,180 
29.2 2,529 16.0 6,900 
53.5 22,964 42.7 18,319 
29.1 12,504 16.0 6,842 
64.9 27,847 47.3 20,318 
61.7 26,475 45.4 19,492 
25.3 10,888 12.2 5,264 
51.9 22,248 42.4 18,207 | 


March Magazine 


842,107 Lines 


New York, March 16.—The 
steady flow of advertising into the 
is again re- 
flected this month, with this me- 
dium carrying 842,107 more lines 
over the comparable period last 
year, according to an ADVERTISING 
AGE compilation based on figures 
furnished by Publishers’ Informa- 


All classifications carried an ag- 
gregate of 3,317,909 lines, compared 
with 2,475,802 lines for the same 
month in 1943, representing a gain 
The juvenile group again 
stood out with a net gain of 
107.4%, carrying 28,002 lines this 
13,500 


lines 
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MARCH ADVERTISING LINAGE IN NATIONAL MAGAZINES 


Pages Lines Pages Lines 
48.2 20,685 24.8 10,659 
Radio Mirror (Mac).... 43.8 18,773 34.9 15,006 
*Screen Guide & Star- 

22.5 15,319 18.0 12,240 
*Screenland Unit ...... 33.2 14,228 27.4 11,746 
Screen Romances (MM) 51.2 21,970 34.5 14,785 
True Confessions (F).. 55.3 23,730 42.5 18,240 
True Experiences (Mac) 48.1 20,644 37.7 16,177 
True Love & Romance 

True Romances (Mac). 49.0 21,039 36.8 15,794 
72.6 31,149 47.4 20,352 
Woman’s Day ......... 45.9 19,713 31.6 13,547 
Woman’s Home 

69.0 46,923 60.4 41,071 

2,078.0 1,047,156 1,450.8 738,272 

STANDARD 
American Mercury 8.4 1,522 5.7 1,036 
Atlantic Monthly ...... 46.3 19,425 32.5 13,650 
Harper’s Magazine .... 39.2 9,324 26.1 6,220 

Total Group 93.9 30,271 64.3 20,906 

OUTDOOR 
American Rifleman .... 32.1 13,846 28.3 12,208 
Field & Stream ....... 39.0 16,390 28.9 12,401 
Fur-Fish-Game ....... 14.9 6,393 12.6 5,402 
13.3 5,694 26.9 11,546 
14.0 6,017 10.7 4,603 
35.3 14,817 23.0 9,889 

148.6 63,157 130.4 56,049 

JUVENILE 
*American Girl ....... 7.2 3,074 4.6 1,961 
14.6 9,924 7.8 5,303 
*Catling All Girls...... 16.0 6,107 3.5 1,343 
ss 5.1 2,122 2.1 916 
Open Road for Boys... 12.0 5,028 4.8 2,072 
COMICS 4.6 1,747 5.0 1,905 

59.5 28,002 27.8 13,500 

WEEKLIES—FEBRUARY 
*American Weekly 63.2 63,203 34.4 65,494 
Business Week ....... 307.2 129,042 272.6 116,955 
*Christian Advocate ... 12.9 5,402 12.8 5,371 
cians 64.7 27,767 47.1 20,228 
65.0 27,895 63.8 27,381 
5:64 32.7 14,012 27.0 11,590 
32.8 19,413 18.1 14,519 
81.3 34,890 23.7 10,168 
*New York Times 

88.4 88,421 42.3 42,288 
NOW 209.6 89,907 130.4 55,953 
a 31.6 13,533 16.6 7,126 
Saturday Evening Post. 212.0 144,135 184.7 125,583 
26.8 11,511 26.0 11,173 
This Week Magazine... 45.8 38,953 43.6 37,103 
268.6 112,795 219.3 94,102 
*United States News . 168.8 70,917 146.8 62,986 


Total Group 


*Figures received from publisher. 
tFigures not included in totals. 


1Three issues, 1944; two issu 


es, 1943. 


coccccees 2,471.9 1,347,687 1,983.4 1,112,190 


March, 1943. 


Other linage 


increases are as 
follows: general magazines, 49.9%; 
women’s, 41.8%; standard, 44.8%; 
outdoor, 12.7%; February week- 
lies, 21.2%. 


sociation. 


Provo Club Joins PAA 
The recently organized Adver- 

tising Club of Provo, Utah, has 

joined the Pacific Advertising As- 


in 


NEW YORK OFFICE: I01 Park Ave. 


For Best Results Advertise in— 


““CONCENTRATED 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 
markets in the Middle West. 


THE CHICAGO DEFENDER 


THE LOUISVILLE DEFENDER 


Write for information: 


Sold separately or in combination 


GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


THE MICHIGAN CHRONICLE—DETROIT 


available. 


The swing-shifters thought 
that about Baltimore radio. 
But somebody at W-I-T-H 
came up with a honey of an 
idea. ““The Night Owl Club”! 
News, music, fast-moving, 
live entertainment. Folks are 
joining in droves! Program- 
ming like this enables WITH 
to come up 24 hours a day 
with listener loyalty. Time 


Adv 


| 


| ‘Se 
| 
Ce 
pros 
sand 
ind. 
Vv | Now 
Check syst 
and 
a the 
ing 
4 194 
| 4. sale 
be 
“OO | tee 
cl 
ern 
the 
nal 
| 
3 Yo 
nel 
4 ma 
| 
| 
| 4, 
TOn 2 E 
‘ 


1944 Advertising Age, March 20, 1944 39 
7 the radio for its Rameses brand.| Fraser to ‘Globe’ 
a Ss elling Is Postwar Actual plans are still up in the air.| Ryssel] Fraser, formerly with 
a Aitkin - Kynett Company handles|the North Toronto Herald, has 
Seer | Secret Weapon, this account. joined the Toronto Globe & Mail. 
2,240 Confer ence Told Sears, Roebuck’s J in help and 
1,746 Selli +. | the-six-weeks club now. Members| which we are experiencing, an 
4,785 ie tae” ling 1 of the mail order company’s Peo-| will reduce the heavy burden on 
5,068 prosperous postwar era, Elmer L.|Ples Book Club, which operates} Uncle Sam’s mailmen.” The club 
| Lindseth, vice-president of Cleve.| like the Book-of-the-Month club,|had fallen far behind its an- 
land Electric Illuminating Com-|@re being told that hereafter the | nounced monthly schedule. 
4,998 pany, declared last night at the * * ELECTRONICS 
0,352 "Werte us to re-arrange our manufactur-| Stephano Brothers, Philadelphia in 
6,093 Needs.” ing and mailing schedules,” the|cigaret maker, is angling to spon- RADIO-CRAFT 25 WEST BROADWAY NEW YORK 7.N. Y. nd { 
3,547 He warned, however, that re-| Club explains, “to relieve the criti-|sor the hit show, “Oklahoma,” on 
11,071 turning service men will expect 
anneal industrial job placement and job 
38,272 training to be at least on a par 
with the highly-developed Army- 
1,036 Navy classification and training 
13,650 systems. 
6,220 “You won’t be able to push the 
0,906 youngsters out with just a catalog 
ser and an order book,” Mr. Lindseth 
12.208 said. “High caliber training will 
12'401 be vital to both the individual and 
5,402 the nation if selling is to meet the 
11,546 postwar challenge.” 
4,603 Marked success has greeted the 
9,889 use of psychological aptitude test- 
ing by the Lily-Tulip Cup Cor- 
56,049 poration, Fen K. Doscher, sales 
manager, told the conferees. He 
1,961 characterized aptitude analysis as 
aan “the tool with which to bury the 
916 unhealthy situation prevailing in 
2,072 1940, when 25% of the nation’s 
1,905 salesmen wrote 75% of the dollar 
volume of the nation’s business.” 
13,500 The series of weekly dinner- 
conferences is being sponsored 
65,494 jointly by the Cleveland Commit- 
16,955 tee for Economic Development and 
5,371 the Sales Executives Club of 
rg Cleveland. More than 400 north- 
27.381 ern Ohio sales executives attended 
11,590 the opening session last night. 
14,519 
10,168 
50,558 4 Jellenik to Chrisalty 
93.329 George Jellenik Jr., formerly 
sales manager of Major Vitamins, 
42,288 and prior to that account execu- 
55,953 tive of H. W. Fairfax Advertising 
Agency, New York, been 
ap named general sales manager of 
25,583 the food supplements division of 
11,173 Chrisalty Laboratories, Inc., New 
37,103 York, distributor of Blends vita- 
94,102 min B complex. 
62,986 
12,190 


Hurley Heads Board 


) Neil C. Hurley has been elected 
chairman of Independent Pneu- 
matic Tool Company, Chicago. Neil 
C. Hurley Jr., formerly executive 
vice-president, has been elected 
president. Edward G. Gustafson, 
treasurer, and John McGuire, sec- 
retary, have been named to the 
board of directors. 


and hence to be 


buy in 
platant, you 


LAYING aside his 
shotgun, he’s flying 
a P-51—using his 
shooting skill on 
bigger “birds.” But 
one of these days he’ll be back — 


And when he comes back, there’ ll 
be millions of others with him— 
many of whom never handled fire- 
arms before joining the armed 
forces. For this war is exposing 12 
million of our boys to life in the 
open—teaching them skilled use 
of firearms—creating a vast new 
appetite for the peace-time thrills 


of hunting, fishing, and camping. 


Here’s proof:—In 1918 Field & 
Stream (then 23 years old) had 
only 50,686 circulation. Two years 
after the Armistice, circulation had 
jumped 52%—to 76,848! As the 
1917-18 veterans prospered in civil- 
ian life, more and more turned to 
fishing and hunting — our circula- 
tion broke 100,000—then 200,000 
—then 300,000! 


The outdoor field became one 
of the nation’s great markets which 
today absorbs over two billion 


Among sportsmen’s magazines, Field & Stream 


has been the number one selection of advertisers 


for 33 years straight. 


Field & Stream’s “Big Fish Contest’ — now in its 
33rd year—is the angler’s “championship event.” 
Records are made and broken repeatedly from 
year to year in this contest—to the intense inter- 


est of millions of anglers. 


Over 300,000 of the cream of American sports- 
men—a richly responsive group— enthusiastically 
follow Field & Stream — read it with religious 


zeal and thoroughness. 


dollars worth of goods for sports 
alone, and many more billions 
worth of standard products for 
daily living. 

It’s all going to happen again— 
but on a much, much bigger scale. 
You who have things to sell will find 
an ever increasing volume going 
to men who hunt and fish—millions 
of active people who wear things 
out fast. It’s today’s great expand- 
ing market—and it’s served by Field 
& Stream. 


FIELD & STREAM PUBLISHING CO. 
515 MADISON AVE., NEW YORK CITY 22 


+ i 
Don’t HAVE 
SUBTLE (Ky:) 
appROACH! 
; 
Py Maybe we don’t have 2° surging agg 
passion to be All Things T° All 
Our Fellow Men, but certainly Bie 
we don't have any desire 
reach Subtle, Kentucky, °F any 
other Garden Spot of less than J es 
fifty souls! We aim to put @ 
loud, un-subtle signal into every 
part of the Louisville Trading 
the best radio 
nk? 
Yj 
National Representatives 
= 


> 


BALTIMORE — AMERICA'S 


SIXTH LARGEST 


~ 


May Exhibits Work 

Don May, director of format for 
Esquire, has a one-man show on 
advertising design on display at 
Art Center, Chicago, 32 W. Ran- 
dolph St., during the month of 
March, assisted by Phoebe Hansen 
and Joe Barcanic. The exhibit is 
open every day and Thursday 
evenings. 


Pushes CP Ranges 


The Association of Gas Appli- 
ance and Equipment Manufactur- 
ers, New York, has begun a drive 
for CP gas ranges, scheduling full- 
page monthly ads in eight business 
publications of the gas appliance 
and architectural fields. Wortman, 
Barton & Goold, New York, handles 
the account. 


Appoints Hedlund 


Charles O. Hedlund has been 
named sales manager of Household 
Chemists, Inc., New York, maker 
of the new fabric de-shining fluid, 
Shyn-O-Way, after two years in 
government service. He recently 
supervised the civilian goods pro- 
gram of the Smaller War Plants 
Corporation. 


Pittsburgh is the 


BED-ROCK of INDUSTRIAL STABILITY 


Its basic industries... steel, coal, glass, 
electrical equipment, among others... 
will simply return to a peace job after 
their war job is over. No conversion 
or re-conversion, no shut-down for 
change-over needed. And the vast ma- 
jority of the employes of these indus- 
tries won’t be moving away. Pittsburgh 
is their home-town. 


You'll find, in the post-war surge 
back to civilian production, that Pitts- 
burgh will reach full stride early to 
produce materials for all those things 
for which a pent-up demand is now 
being built. 

Keep your eye on Pittsburgh, your 
No. 1 Post-War Market, in which the 
newspaper leader is... 


The Pittsburgh Press 


Represented by the National Advertising 
Department, Scripps-Howard News- 
papers, 230 Park Avenue, New York City, 
Offices in Chicago, Detroit, Memphis. 
Philadelphia and San Francisco. 


Le 


IN PITTSBURGH 

IN DAILY CIRCULATION 

IN CLASSIFIED ADVERTISING 
IN RETAIL ADVERTISING 

IN GENERAL ADVERTISING 
IN TOTAL ADVERTISING 


Edward F. Shaver, formerly as- 
sistant manager of the field ad- 
vertising department of Montgom- 
ery Ward & Co., 
Chicago, was 
recently pro- 
moted to the 
rank of ser- 
geant while on 


maneuvers in 
Tennessee. 
He is as- 


signed to en- 
gineer topo- 
graphic com- 
pany attached 
to the Army air 
forces, doing 
specialized 
work in map 
making. 

Lou Chapman, advertising pro- 
duction manager of Quigley Pub- 
lications, Hartford, Conn., was in- 
ducted into the Army March 9. 

John Kelly, public relations 
manager of KYW, Philadelphia, 
reported to the Marines March 6. 
James Gantz, formerly with the 
Philadelphia Record, has taken 
over the station post. ‘ 

Roy Crane, former public rela- 
tions executive with the Phila- 
delphia Transportation Company, 
is now a major in the Army. 

Joseph C. Keeley, director of 
publicity and public relations, 
J. M. Mathes, Inc., New York, will 
report for induction March 20. 

H. Benton Gotwals, in charge of 
radio for the Al Paul Lefton Com- 
pany, Philadelphia agency, has 
joined the Army. 

Chester W. Dudley Jr., for the 
past ten years an account execu- 
tive with Benton & Bowles, New 
York, has been commissioned a 
lieutenant (sg) in the Navy. 

Paul N. Lazarus Jr., director of 
advertising and publicity for 
United Artists, has been inducted 
into the Army. 

William G. Pitzer, classified ad- 
vertising manager of Successful 


Sgt. E. F. Shaver 
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Farming, Des Moines, commis- 
sioned an ensign in the USNR, 
has reported for indoctrination at 
Hollywood, Fla. 

Flying Officer Harry Savage, 
formerly of the Harry E. Foster 
Agencies Ltd., radio advertising, 
Toronto, has joined the overseas 
radio liaison section of the RCAF. 

Carl S. Leeds, advertising direc- 
tor of the A. DePinna Company, 
New York, has joined the armed 
forces. He has been succeeded by 
Clarence C. Jones, previously pub- 
licity director for Cleland-Simp- 
son Company, Scranton, Pa. 

William S. Hauptman, for the 
past five years sales supervisor of 
the retail division of Revlon Prod- 
ucts Corporation, New York, has 
been inducted into the armed 
services. 

Shirley Woodell, account execu- 
tive in the foreign department of 
McCann-Erickson, New York, has 
joined the Navy. Last December 
he returned from a comprehensive 
trip to Latin America, where he 
contacted radio stations and pub- 
lications for the agency’s clients. 


Form Regional Network 
The Dairyland Network has 
been formed by four Minnesota 
stations—WTCN, Minneapolis and 
St. Paul; KWNO, Winona; KWLM, 
Willmar; and KATE, Albert Lea. 
It will carry Blue Network fea- 
tures. Headquarters have been 
established in the WTCN offices. 


Names MacDonald-Cook 


The Essannay Electric Mfg. 
Company, Chicago, maker of Zip- 
per motion picture changeover sys- 
tems, has named the Chicago office 
of MacDonald-Cook Company to 
handle its advertising. Trade pub- 
lications will be used. 


MULTIGRAPHING—FILLING-IN 
ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 


AUTOMOTIVE DIGEST’S 


JOBBER CERTIFIED 


CIRCULATION’ 


brings you 


pier you want market cover- 
age today or after the war, Auto- 


motive Digest gives you the largest 


and richest automotive market. 
the one and only clearly defined auto- 
motive maintenance market—the in- 
dependent dealer. 


The independent dealer market is the 
greatest volume market today and 
will be far stronger after the war. 


*Jobber Certified 
Circulation is just 
what the name im- 
plies — it is circula- 
tion that has been 
certified by automo- 
tive jobbers as live, 
active buyers of 
automotive parts, 
equipment, and sup- 
plies. 


That's 


NDENT AUTOMOTIVE MAIN 


It's 


why Automotive Digest brings 


you Jobber Certified Circulation* in 
addition to the already outstanding 
circulation. It gives you thorough 
coverage of a i 

market. 


ive, solvent, active 


Put Automotive Digest on your 
schedule. 


TENANCE INDUSTRY 
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Eastman Copy on 
Cadet Nurses Is 


Hailed as Success 


Rochester, N. Y., March 14.— 
U. S. Cadet Nurse Corps advertise- 
ments being sponsored by Eastman 
Kodak Company in support of the 
campaign for 65,000 recruits have 


Population Shifts 
Shown in Latest 


Sugar Allotments 


Washington, D. C., March 15.— 
OPA’s sixth amended list of sugar 
allotments showed today that pop- 
ulation has recently moved upward 
in at least 129 counties, while 
nearly 200 others have experi- 
enced downward ‘shifts since De- 
cember. 

Issued to adjust local sugar sup- 


plies, which were originally based 
on the 1940 census, the allotments 
are expressed in percentage in- 
creases over 1940, with no decrease 
percentage figures given. 

Under the sugar rationing regu- 
lations, industrial users of sugar 
are granted increased allowances 
if the counties or territories in 
which they deliver show substan- 
tial growth. Users receiving in- 
creased allowances must use all of 
it in products delivered in the 
area for which they received the 
increase. 

The new list, based on registra- 


tion for Ration Book 4, includes 
47 counties not previously in- 
cluded It reflects a reduction 
from previous extra allotments for 
107 counties and increases for 82 
that were previously listed. No 
longer listed for extra sugar are 
89 counties which have sunk to 
1940 population levels. 


Gibson Promoted 


Arthur F. Gibson, who has been 
with Stromberg-Carlson Company, 
Rochester, N. Y., radio manufac- 
turer, since 1912, has been named 


assistant general sales manager. 
Mr. Gibson will continue as assist- 
ant treasurer of the company, a 
post which he has held since 1920. 


RANGERS are BUYERS = 


e 
72,000 alert 
Oregon, W ashington 


= 

A one campaign ARM GROUP 
PACIFIC. 
= 


Mills 
Wm. Hastie, NewYo 
Duncan a Scott, Pacific Coast and Midwest 


hut its the 
that decided me! | 


met with tremendous success, it 
was learned last week, with in- 
quiries pouring in at a rate as 
high as 1,000 a day from a single 
magazine. 

The campaign in full-color pages 
in 15 national magazines with a 
total circulation of about 12,000,- 
000 has drawn 34,022 inquiries to 
date. The largest number came 
from high school girls nearing 
graduation, according to the Cadet 
Nurse Corps. The drive is sched- 
uled to run through June. 

Of the four themes used, the ad 
captioned “I signed up the very 
week I graduated” brought the 
most replies. The other three 
themes are: “Serve your country 
in the war job with a future”; “We 
feel awfully good about Mary’s 
joining the U. S. Cadet Nurse 


| Corps”; and “But it’s the future 


that decided me!” 

Commenting on the success of 
the campaign, Clifford Sutter of 
OWI said “the results have been 


'most gratifying.” 


J. Walter Thompson Company, 
New York, handles the account. 


Gray Wins Account 


Russell T. Gray, Inc., Chicago, 


'has been named to handle the 


advertising of the railway division 
of National Aluminate Corporation, 
Chicago, producer of locomotive 
boiler feed water treatment chemi- 
cals. Trade publications in the 
railroad field are used. The agency 
continues to place the advertising 
of the industrial division of the 
company. 


Payrolls On The UP! 
in 
WINSTON-SALEM ... 


—estimated at $44,943,000 
in 1943 and business is still 


kincking along in this major 
North Carolina market. 


—advertisers with something 
to sell can count on RESULTS! 


This area's people are “quick 
jon the trigger" when it comes 


to being responsive to adver- 
tising. Ask for more dope! 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representatives: 


KELLY-SMITH COMPANY 


NBC—Radio Station WSJS—NBC 


Where do people get most of their information... 


to help them do their part in the war? 


N... before,” declares 


War Mobilization Director James 
F. Byrnes, “has it been so urgent 
that Americans understand so 
many facts, or absorb so much 
information...” 


Where do people get most of 
this information...most of the 
facts they need today to guide 
them in their homefront tasks? 


WHEN WPB CALLED for the 
nationwide drive that produced 
6,000,000 tons of 
scrap metal in 
three weeks and 
saved the steel 
mills from disas- 
trous closedowns, 
94 per cent of the 
people learned about the great 
crusade through their newspapers 
in only 16 days, a Gallup poll 
showed. "The job that the news- 
papers have done,” said WPB 
Chairman Donald Nelson, “is ab- 
solutely unprecedented.” 


WHEN OPA FACED the task of 
educating the nation on the com- 
plexities of point rationing, it 
leaned on newspapers as on no 
other informative 
force... trusted 
newspapers to 
reach every fam- 
ily with messages 
that could be not 
only read but kept and saleesed 
to again and again. “Without this 
cooperation,” affirmed Price Ad- 
ministrator Prentiss Brown, “the 
high degree of public understand- 
ing never could have been achieved 


in the short space of a few wee 


WHEN THE TREASURY evaluated 
the informative support that put 
the $18,943,000,000 Third War 
Loan over the top, it found that 
newspapers 
1 had contribut- 
| ed, through 
their news and 
advertising col- 
umns, a total es- 


timated to be worth $21,000,000 
as compared with $15,000,000 
from all other media combined. 
“Again in the Fourth War Loan,” 
Secretary Morgenthau declared, 
“we are going to depend heavily 
upon the newspapers...to carry our 
message to the people.” 


IN THE FAT SALVAGE program, 
in the recruiting of Manpower, in 
the great U.S. Victory Waste Paper 
Campaign, in the Fourth War 
Loan drive...and in scores of other 
great war Causes...newspapers 
are keeping the people informed 
and inspiring them to action. 


* 


This matchless informative 
power of newspapers is at 
your command, too. Through 
it, you can most successfully 
inform people about your 
products and services, your 
wartime activities and post- 
war plans. 


oF 


This advertisement, prepared by the Bureau of Advertising, A.N.P. A., is published by The Rockford Morning Star and Rockford Register-Republic in the interest of all newspapers 
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be fortified with vitamin A. But your plans are long- 
range. As you investigate possibilities for future prod- 


plete information about our concentrates of vitamin A, 
an important national asset. 


DISTILLATION PRODUCTS. INC. 


KODAK CO. and 


755 RIDGE ROAD WEST, ROCHESTER 13, NEW YORK 


“Uil-Soluble-Vitamtin eadguarters 


Stevens Joins Snow is Weller MARCH ADVERTISING LINAGE IN FARM PAPERS U.: 
R. A. Stevens has resigned from | & Staff, Inc., Boston industrial ad- ant Sitar Inctuding Poultry and Duster 
the Angel Novelty Company,|vertising agency. Livestock Advertising Livestock Advertising 
y 
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° + Texas Edition ... 39.1 28,429 40.3 29,308 26,963 27,502 | *Washington Grange circul 
UeSsWwor tIn all 5 Editions 33.8 24,613 32.1 23.391 23,814 22/876 19.4 21,000 13.4 14,504 21,000 14,504 
é wmina é tAver. 5 Editions. 38.6 28,126 37.9 27,620 26,944 26,448 | Weekly Kansas City all-tir 
Southern Star: per ¢ 
Agriculturist .... 31.7 22,194 22.2 15,508 21,108 14,329 Missouri Edition. 9.2 23,807 9.9 24,293 16,602 19,293 editio 
Southern Planter... 27.3 19,114 24.3 16,990 17,710 15,771 —o = : 
Successful Farming. 73.4 33,134 53.3 23,996 31,800 22,916 Total Group ..... 85.7 60,726 39.5 59,468 46,567 68,195 _— 
Dailies—February Thi 
*Chicago Daily 
M Chica O Total Group....1,114.8 601,680 882.8 491,821 513,799 425,136 Drovers Journal.. 29.1 61,903 22.7 48,300 32,249 28,5465 -_y 
e *Kansas City Daily e pl 
onsen g Monthlies—February Drovers Telegram 33.1 70,345 20.1 42,773 40,622 31,759 the — 
Arkansas Farmer... 11.0 8,287 8.1 6,135 7,849 5,862 *Omaha Daily 
oQQUND-THE- CL opp TN los Farmer-Stockman,.. 27.3 20,629 18.5 13,945 17,981 11,790 Journal-Stockmen 36.7 78,188 25.6 54,521 41,019 34,200 paper 
¥ ry *Idaho Granger ... 7.7 (8,364 6.8 7,339 8,364 7,339 | *St. Louis Daily Live gain < 
Nation’s Agriculture 9.0 4,065 4.4 1,994 4,065 1,987 Stock Reporter .. 20.3 43,176 14.1 29,915 23,471 20,565 n 
Wyoming Stockman- 
= Sleeper 7.9 7,061 28 2,507 6,893 2,227 | Total Group .....119.2 253,612 82.5 175,511 137,861 115,069 that . 
SUPERIOR 1223 730 NORTH FRANKLIN STREET escapi 
*Figures furnished by publisher. 
Total Group..... 62.9 48,406 40.6 31,920 45,152 29,205 Figures not included in totals. a 
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U.S. arm Paper 
'Linage Up 30%; 


Canadians Gain 


New York, March 16.—Farm 
papers for February-March con- 
tinued with substantial linage 
gains over the comparable months 
a year ago, carrying a grand total 
of 1,680,276 lines against 1,292,137 
lines for the comparative 1943 
periods, scoring an increase of 
30%. Results are based on an Ap- 
VERTISING AGE compilation, with 
figures supplied by Publishers’ 
Information Bureau. 

Gains recorded by individual 
groups for February were: month- 
lies, 51.6%; semi-monthlies, 30.3%; 
bi-weeklies, 41.2%; weeklies, 


13.6%; dailies, 445%. March 
monthlies scored a gain of 22.3%. 

» Canadian farm papers and maga- 
‘zines likewise reflected the con- 
tinuing heavy ad volume, the for- 
mer showing a 24.5% increase in 
March linage over the like month 
last year, and magazines scoring a 
16.1% gain. 


Ayer Directory 
Shows Extensive 


Circulation Gains 


Philadelphia, March 14.—Al- 
though mergers and discontinu- 
ances reduced the number of daily 
newspapers from 1,894 to 1,859, 
circulation last year soared to an 
all-time high of 46,706,904 sales 
per day, according to the 1944 
edition of N. W. Ayer & Son’s 
Directory of Newspapers and 
Periodicals. 

This new record represents a 
daily gain of 2,214,068 copies over 
the preceding year, and along with 
the weekday press, Sunday news- 
papers registered a circulation 
gain of 1,909,141. 

In the magazine field evidence 
that Americans continue to seek 
escape from the war and wartime 
problems in reading is given by 
the nearly 2,000,000 increase in the 
circulation of pulp magazines in 
1943. 

Although the total magazine 
circulation gain is only 659,264, 
all but two classifications showed 
increases. Movie magazines gained 
1,352,023; pulp magazines, 1,949,- 
513; general magazines, 922,830; 
and “specialized” publications cov- 
ering specific interests, 1,401,195. 
Technical magazines showed a loss 
of 4,745,543, while trade maga- 
tines lost 220,754 circulation. 
Periodicals of all kinds listed by 
tthe directory now number 5,982, 
as against 6,354 a year ago. 


To Show Ordnance Ads 
An exhibition of “Ordnance in 
Advertising Art” will be held dur- 
ing April in the Detroit Institute 
of Art, featuring originals of ad- 
vertising art that portray ordnance 
material — tanks, artillery, scout 
tars, amphibians and landing ve- 
hicles, etc. 


MILLER 


hoto-engravers in Chicago 
207 North Michigan Avenue 


, Franklin 5854 


MARCH CANADIAN MAGAZINE LINAGE 


Pag Lines ages 
*Canadian Home Journal................ 42.1 28,643 33.6 
1*Canadian Homes & Gardens............ 19.8 13,312 33.1 
*National Home Monthly................. 32.8 22,276 20.6 
Display, including poultry and livestock in Canadian Farm Papers 
*Canadian Countryman 27.3 19,086 18.7 
2*Family Herald & Weekly Star: 
®Farm & Ranch Review.................. 14.9 10,709 12.1 
*Farmer’s Advocate & Home Magazine... 34.6 24,235 24.6 
2*Free Press Prairie Farmer.............. 38.6 43,372 33.4 
20.2 21,636 17.0 


*Figures received from Publisher. 
1March-April issue combined for 1943. 
2February linage figures. 
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Beck Shoe Opens Drive 


A. S. Beck Shoe Corporation, 
through Pettingell & Fenton, Inc., 
New York, has launched its spring 
advertising in 40 newspapers 
throughout the East and Midwest 
for its 110 stores, featuring results 
of a new Ross-Federal survey on 
Fifth Ave., indicating consumer 
preference. Throughout the sea- 
son 1,800-line units will be used in 
standard-size newspapers and 800- 
line units in tabloids. Radio spot 
announcements will be continued. 


Miller to McKesson 


Francis E. Miller, formerly with 
Seagram - Distillers Corporation, 
New York, has joined the wine 
and liquor division of McKesson 
& Robbins, Inc., New York. He 
will make a study for the develop- 
ment of postwar plans for that 
division. 


Peoples Gas to NL&B 


Needham, Louis & Brorby, Inc., 
Chicago, has been named to handle 
the account of the Peoples Gas 
Light & Coke Company, Chicago. 


To Reach Farm Women— 


reach the 14,000 Offi- 
cial Women Field 
Leaders — Home Eco- 
nomics Teachers and 
Home Demonstration Agents 


who influence buying practice 
for improvement of Home and 
Farm. Write for data. 


29,000—CCA 


129 N. Clark St. 
CHICAGO:2~ 


WHE 


will know 


YOU 
progressive 


your advertising appears in The 
Progressive Farmer, your sales mes- 


sage, your product and your trademark are in good 


company. 


In 1943, all but eight of the 50 leading farm-publi- 
cation advertisers used The Progressive Farmer. And 
most of these advertisers were regular users of The 


Progressive Farmer during peacetime. 


In 1943, The Progressive Farmer led the other 
South-wide farm magazine by the biggest margins 
in history in both exclusive and total South-wide 


advertising. 


People will know you are progressive when they 


see your advertising in The Progressive Farmer 
... the South’s leading men’s magazine . . . the 
South’s leading women’s magazine...the South’s 
leading young people’s magazine. 


Advertising Offices: 


MEMPHIS, 


DALLAS, NEW 


BIRMINGHAM, 


RALEIGH 


YORK, CHICAGO 


Pacific Coast Representative: Edward S. Townsend Co., San Francisco 
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Miller Advanced 


Leon F. Miller, in the sales and 
engineering departments of the 
foundry machine division of the 
Osborn Mfg. Company, Cleveland, 
for 15 years, has been named sales 
manager of the division, succeed- 
ing R. F. Lincoln, who has re- 
signed. 


Promotes Vegemeats 


Loma Linda Food Company, 
Arlington, Cal., has launched a 
campaign in behalf of Vegemeats 
in 50 West Coast daily newspapers, 
supported by radio and outdoor 
posters. Gerth-Pacific Advertising 
Agency, San Francisco and Los 
Angeles, handles the account. 


Firestone Names Grey 


Firestone Industrial Products 
and Firestone Rubber & Latex 
Products Company, divisions of 
Firestone Tire & Rubber Company, 
have named Grey Advertising 
Agency, New York, to handle ad- 
vertising for elastic and plastic 
products. 


MORE 


They buy more meats and cheese, 
more flour and cereals, more fruit 
juice and vegetables, more soups 
and condiments. 


BUY MORE 


They buy more dresses and 
suits, more underwear and 


shirts, more hats and shoes. 


THAN 7/4, MILLION 


CIRCULATION 


exclusively in this biggest- 
buying market! 


.. «BUY MORE 


They buy more of everything for 
colds and burns, for cuts and 
bruises, for personal hygiene and 
cleanliness. 


MORE HOUSES! 


They buy more furniture, more 
linen and glassware, more house- 
hold equipment of every kind. 


Leadership in Demobilization 
Reverts to Administration 


Washington, D. C., March 15.— 
Demobilization of industry and 
manpower has been neutralized as 
an area for political combat be- 
tween the administration and its 
foes in Congress, thanks to the 
conciliatory approach _ which 
marked the Baruch-Hancock re- 
port on postwar planning. 

While this approach originally 
involved important concessions to 
business from the White House, it 
now appears that leadership in 
the entire demobilization program 
will revert to the administration 
as a result of the inability of 
Congress to consolidate its gains. 

With only three months remain- 
ing before the long recess for the 
political conventions and election 
campaigns, Congress is wallowing 
about unable to find a demobiliza- 
tion program which will be ac- 
ceptable to its own members, 
Should it suspend operations with- 
out passing such a program, it is 
generally believed the leadership 
in these important problems will 
go to the White House by default, 
and that a new era of social and 
economic change by executive de- 
cree will result. 

This Congressional confusion 
has resulted in no small part from 
the administration’s careful ad- 
herence to the Baruch-Hancock 
program, for adoption of these 
policies has taken the fire out of 
industry groups which had de- 
manded Congressional leadership. 
Lacking the unity which comes 
from common opposition to the 
White House, Congress is fumbling 
the ball badly. 

For instance, the situation on 
Capitol Hill was further confused 
this week when the House military 
affairs committee pledged its sup- 
port to a bill which would turn 
over contract termination to the 
comptroller general. Such a plan, 
which would mean endless delay 
in settlement of war claims, is 
completely unacceptable to the 
Senate and the armed forces. 

Meanwhile, the administration 
moves rapidly ahead, setting the 
patterns for contract termination, 
reconversion and veteran’s re- 
habilitation by executive decree. 
Eventually, the White House may 
be expected to be in the van of 
those seeking Congressional action 
on demobilization, for Congress 
will have no alternative but to ap- 
prove what has been done. Cer- 
tainly if the problem hangs over 
until November, executive leader- 
ship, whatever the party in power, 
will be an accomplished fact. 

Going: Federal employes are 
moving into the armed forces or 
back to industry at such a rate 
that many agencies are desperate 
for manpower. OWI, for instance, 
needs campaign managers, and 
will take them for short terms of 
service if necessary. Reviewing 
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By STANLEY E. COHEN, Washington Editor 


the trend, one loyal OWI employe 
commented that the next time 
George Healy lines up the Army 
and Navy, WPB and White House 
to indoctrinate admen with a feel- 
ing that a long hard fight is 
ahead, it might not be a bad idea 
to do some indoctrinating in the 
OWI staff. 

Rumor: Appointment of Quincy 
Adams as chief of the regional | 
economy division of the Bureau 
of Foreign and Domestic Com- 
merce may lead to a reorganiza- 
tion, with small business emergin 
as a major interest of the division. 
A bill is already pending in Con- 
gress to create an Under Secretary 
of Commerce for small business in 
the department. 

Cash: Federal Reserve has 
shelved a suggestion that credit 
restrictions established under 
Regulation W be suspended for ex- 
service men. Most retailers like 
the government ceiling on credit, 
others argue that it is a brake on 
free enterprise. 

Information: Labor unions, mar- 
keting and purchasing coopera- 
tives, business leagues, Chambers 
of Commerce and other groups 
have until May 15 to file informa- 
tion about their incomes with the 
Bureau of Internal Revenue. Al- 
though these groups are not sub- 
ject to taxes, Congress’ tax bill 
calls for the information. State’s 
Rights: A survey of state laws 
governing advertising now being | 


completed by the Department of 
Commerce will show that nearly 
2,000 such regulations have been 
passed by the 48 states. 

Quote of the Week: ‘“S-1744 
won’t do them any good, either,” 
was the pathetically accurate com- 
ment of the clerk of the Senate 
document room when asked for a 
copy of the latest bill introduced 
to lift federal restrictions on the 
manufacture and sale of margar- 
ine. Anti- margarine taxes, in 
force for 57 years, cannot be lifted 
without the approval of the hostile 
House agricultural committee. 
Venture: Vince Callahan, formerly 
director of press, radio and adver- 
tising for the Treasury war finance 
division, plans to provide indi- 
viduals and corporations with in- 
formation about war surplus prop- 
erty. He will be associated with 
Lewis Edwin Ryan; Washington 
advertising agency and business 
relations counsellor. 

* * 


Service: Then there was the citi- 


I. More key officials in Wash- 
ington read TIME regularly than 
read any other magazine, however 


¥ 


big its circulation. 


‘2. The members of Congress 


U.S. magazine that carries 
advertising. 


For further details write to 


TIME 


vote TIME the most important | 
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zen who mailed $2 to FCC Chair- 
man James Lawrence Fly and de- 
manded help from the FCC in get- 
ting a new tube for his radio. 
Incidentally, WPB expects that 


Pillsbury Spring 
Campaign to Push 


the 4,500,000 replacement tubes 
scheduled for civilians will be Guarantee Plan 


available through legitimate deal- 
ers by April 30, on _ schedule. 
Prosperity: An FCC survey 
showed that 166 of 171 stations 
with 5 to 20 kilowatt power had 
an increase in time sales during 
1943 over 1942. Nearly a hundred 
of the increases ranged between 
$25,000 and $75,000; 19- between 
$75,000 and $100,000 and 18 be- 
tween $100,000 and $182,000. 


Facts: We used 4,200,000,000 
more board feet of lumber than 
we cut in 1943. . . Bureau of the 
Census figures show that over a 
10-year period, manufacturers of 
washing machines improved their 
methods so that they were able to 
produce 500,000 more washers in 
the tenth year with 1,000 fewer 
employes. Facts for Industry 
Series: New reports from the Bu- 
reau of the Census are available 
on softwood plywood shipments 
and stocks; brassmill production 
for 1943; supplemental report on 
chemicals production and stocks for 
January, 1944; container board in- 
ventories for January, 1944; an- 
nual production of home canning 
jars and sealing rings, 1940-1943; 
and shipments, orders and unfilled 
orders for foundry equipment and 
electric metal melting furnaces, 
1943. 

* 

Finis: The end of the fight be- 
tween Petrillo and the recording 
companies is in sight. Other than a 
brief public argument over the de- 
cision of a special panel which 
urged that the musicians be ordered 
back to work, there is little else to 
prevent final action by the WLB 
on the dispute within two months. 
Don’t Worry: If you don’t find 
your job on the list of essential in- 
dustries. The list has nothing to 
do with the draft deferments, any- 
way. It is still a little help, how- 
ever, in hiring replacements. 


Did You Know: That 20 plants 
which formerly made $55,000,000 
worth of washing machines, elec- 
tric irons and other household 
laundry equipment, while employ- 
ing 6,800 workers, are now em- 
ploying 15,000 workers, and turn- 
ing out munitions at a rate of 
$72,000,000 a year. 


‘Unsung’ War Heroes 
In New Ad Series 


Linked with the new coordi- 
nated advertising campaign of 
Eastern railroads, the New York 
Central has started a new “un- 
sung” war heroes series scheduled 
to appear in 555 newspapers 
throughout the country. Inser- 
tions ranging from 300 to 925 lines 
will extend over a 12-week period. 

First ad in the series salutes 
the bomber ground crew chief, 
headlined “He Sweats It Out.” 
Next three ads will feature the 
Coast Guard, Army supply serv- 
ices and Seabees. Geyer, Cornell 
& Newell, Inc., New York, handles 
the account. 


If it’s 


Minneapolis, Minn., March 15.— 


The “guaranteed baking” plan of 
Pillsbury Flour Mills Company, 
meeting with enthusiastic response 


since its inauguration last fall, will 
be continued in a nationwide ad- 
vertising campaign this spring, 
stressing the availability of its 
“no-point, low-point” foods. 


Copy, as last fall and winter, 
will appear in color and black 
and white in national and women’s 
magazines, farm papers and news- 
papers. In addition, 150 radio sta- 
tions will be employed. 

Declaring that “field reports 
from throughout the country indi- 
cate that ‘guaranteed baking’ rings 
the bell for the grocer who pushes 
Pillsbury’s Best,” A. Parsons, vice- 
president in charge of grocery 
product sales, explained that “if 
a customer doesn’t agree that she 
gets better baking results with 
Pillsbury’s Best than with any 


other all-purpose flour, she simply 
writes Pillsbury’s Cooking Serv- 
ice, Minneapolis, Minn., listing the 
cost of the ingredients used with 
Pillsbury’s Best in her recipe and 
the cost will be refunded to her.” 

Grocers throughout the country 
are being furnished with attractive 
display cards and recipe dispens- 


ers, both in full color, enabling 


them to tie in with the advertising 
campaign. 

McCann - Erickson, Minneapolis, 
handles the account. 


Joins ‘Newsweek 

Mary Paton, formerly with the 
Consumer Relations Institute, New 
York, has joined Newsweek as re- 
search director. 
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MERCHANDIGING 


A TEST 


you want... 
TAKE 


NEW HAVEN 


however 


Congress 


important | 
carries 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popula- 
tion. 


independent Survey of Providence Bulletin 
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Third Award for Each 
Three Plants 
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Spring-Air Co. 
Revives Monthly; 
Ads Woo Dealers 


Holland, Mich., March 14.—Get- 
ting set to claim a sizable chunk 
of the postwar bedding market, 
the Spring-Air Company, manu- 
facturer of mattresses and box 
springs, has revived its monthly 
publication, “Spring-Air News”— 
suspended two years ago when the 
war hit production of bedding 
products—and is now distributing 
The Journal-Courier goes into war copies to 4,500 merchandising 
plants by the thousands daily — managers, buyers and salesmen 
each copy read by many, and throughout the country. 
passed on from shift to shift — Meanwhile, the company is pres- 
each copy working 24 hours daily sing its efforts to line up outlets 
to bring you coverage of today's with an advertising campaign in 
best-spending customers ; business publications designed to 
100,000 readers daily! impress upon dealers the desira- 


bility of having the Spring-Air 


bedding franchise. 
‘Make Spring-Air your postwar 
JOURNAL-COURIER 
NEW HAVEN, CONN. 


SELLING NEW HAVEN'S 


WAR WORKERS 


profit leader,” copy urges, adding 
that “Year in and year out—in the 
great magazines such as Life and 
Good Housekeeping—in the news- 
paper and on the radio in dozens 


of the country’s marketing centers 
—Spring-Air consistently told the 
public of the greater values to be 
had in bedding at Spring-Air deal- 
ers’ stores. The result has been a 
constantly increasing acceptance 
and demand for the values that 
only the Spring-Air line offered— 
a line that was, and will be, avail- 
able through the selective Spring- 
Air franchised retailer.” 


M. J. Wilson Appointed 


The schedule calls for a 496-line 
insertion in Retailing Home Fur- 
nishings every two weeks until Oc- 
tober; monthly pages in Furniture 
Age and National Furniture Re- 
view; and scattered full-page in- 
sertions in Furniture Index, Retail 
Management, Western Home Fur- 
nisher and other publications. 

C. J. McLean, recently elected 
president of the company, an- 
nounced that Matthew J. Wilson 
has been appointed institutional 
and contract sales manager, with 
headquarters at Holland. It also 
was revealed that Spring-Air ad- 
vertising in the hospital field will 
be augmented, with color spreads 
and pages in leading hospital pub- 
lications. 


Reproduction of current advertisement 
in the Missouri Ruralist 


Here’s an Advertiser 
Who Hasn’t Missed an Issue 
In Over a Quarter Century! 


The most famous herd of Hamp- 
shires in Missouri is the Boulder 
Herd owned by Espey C. Jones, 
Centralia. 


This herd is “most famous” largely 
because more than 100,000 farm 
families in the state see the Boulder 
ad every other week in the Missouri 
Ruralist. In fact, the Boulder Herd 
has never missed an issue in 25 
years—a record for continuous ad- 
vertising, we are willing to gamble. 


Delving into figures almost astro- 
nomical in size, more than 75 million 
copies of the Ruralist have carried 
the Boulder message to prospective 
customers. 


But more important: approximately 
400 other Missouri livestock men 
found the Ruralist their best bet in 
1943. Only two other general farm 
papers in America carried more 
livestock advertising. More than ten 
times as much business as its com- 
petitor in Missouri! 


Do national and sectional advertis- 
ers follow the path set by livestock 
men? They certainly do! During 
1943, the Ruralist made its best rec- 
ord in ten years. 


All in all, this constitutes fitting 
testimony to the editorial excellence 
of the Ruralist whose only motto is 
“Better Farming and Better Living” 
—a sensible slogan for any good 
state farm paper to follow. 


Advertising 


age, 


Curtis Moss, Chicago manager for Newsweek, and his staff, played 
host to luncheon and dinner sessions at which William W. Boddie, 
Newsweek correspondent just back from the Southwest Pacific, 
related some of his experiences and some of his thoughts. Malcolm 
Muir, Newsweek publisher, couldn’t make it, but ad mgr. E. J. 
Hughes was on hand to help with the handshaking. . . 

Jack Laemmar, who used to be Lord & Thomas’ Chicago radio 
time buyer, was visiting in the Chicago office of Foote, Cone & 
Belding recently, looking extraordinarily handsome in his Navy 
lieutenant’s uniform. Jack was celebrating his first Chicago leave 
since he entered the service in August, 1942. He’s seen plenty of 
action and plenty of the world since then... 

Jerry Gray, of Gray & Rogers, Philadelphia agency, contributed 
to the “postwar planning fund” at Hialeah during a recent vacation 
in the South. . . After completing 51 bombing missions in North 
Africa and the Mediterranean areas, for which he was awarded a 
chestful of decorations, Staff Sergeant Edward Forest, formerly on 
the Cincinnati Enquirer’s natl. ad staff, is home on furlough. . . 


REMINISCING—Lt. Col. R. F. Gloster, formerly a Studebaker assistant sales 
manager, stopped off at South Bend, enroute to another Army base, for a visit 


Shown with him is Ken Elliott, Studebaker vice- 
president. 


with his earlier associates. 


The Shreveport Times has established the annual Robert Ewing 
scholarships at Louisiana State U. for worthy high school students 
of Arkansas, Louisiana and Texas, in memory of the late Col. 
Ewing, a pioneer in furthering public school education in his state. 
He was the father of John D. Ewing, editor and publisher of the 
Times... 

Allen L. Billingsley, pres. of Fuller & Smith & Ross, Four A’s 
chmn., and head of Cleveland’s Better Business Bureau, had an 
article on “Advertising: a Good Citizen,” in the January Rotarian... 
In prewar days, Capt. Philip Roettinger, formerly in the ad dept. of 
the Cincinnati Times-Star, spent his leisure earning pistol marks- 
manship medals. Now he has had a Silver Star added to his trophies 
for meritorious action at Bougainville. . . 

A military wedding is in the offing for Lt. Dolores B. Engebretson, 
of the Nurse Corps, Army air forces, and Lt. Val Hill of the Army 
air forces, son of George Washington Hill, pres. of American 
Tobacco. . . Mrs. Mareile Erlanger recently became the bride of 
Bruce W. Odlum, whose dad is Floyd B. Odlum, pres. of the Atlas 
Core. «.« 

Sterling Peacock, Chicago v.p. of N. W. Ayer, is really relaxing in 
Sebring, Fla. His train reservation for the homeward trek is safe 
in his pocket. . . Jimmy McLain (Dr. I. Q.) starts a seven-week 
broadcast for Mars candy April 3, from Dallas, his home town, with 
Will C. Grant, pres. of Grant Advertising, agency on the acct., and 
George C. Banya, v.p. of the Chicago office, planning to be on hand 
for the opening. Jimmy is former manager of the Dallas office of 
the Grant agency... 


SPECIAL ATTRACTION—Pan American Consular night on Acme Breweries’ 

"Fiesta Time” broadcast was treated to an informal duet on the marimbas 

by Edward Stoutenburgh, Acme vice- -president, and Emil Brisacher, head of 
Brisacher, Van Norden & Staff, agency in charge of the account. 


“News of the Nation,” the new tabloid history book by Sylvan 
Hoffman, publisher of Shipping Management and other business 
papers, has been getting high praise from both book reviewers and 
historians. 

After 40 years of service in various positions with the company, 
Herbert L. Kimball has retired as secretary and director of Tea 
Garden Products Co., San Francisco. . . Bob Wesson, mgr. of promo- 
tion and publicity at KGO, is the proud father of a son, Robert 
Laughlin, the Wessons’ first child. . . 

Brent Williams, prom. mgr. of the St. Louis Post-Dispatch, is back 
on the job and looking fine, after a long, hard battle with a variety 
of germs. . . Marjorie Snyder, daughter of Glenn Snyder, v.p. and 
genl. mgr. of WLS, Chicago, was married March 11 to Pfc. Ned 
Maxwell. . . 
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NQUIRER «x» NEWS 


ALLEN-KLAPP: CO, New York» Chicago - Detroit” 


Aave Age, Md 


Mueller Outlines 
Kayser's Postwar 
Styles and Sales 


New York, March 14.—A prom- 
ise of “new ideas, new inventions, 
new distribution plans and new 
style developments for the Kayser 
of the future” was given today by 
T. H. Mueller, president of Julius 
Kayser & Co., at a luncheon at- 
tended by top Kayser executives, 
leading retailers and members of 
the fashion and trade press. 

Kayser products will continue to 
be advertised throughout the 
world, Mr. Mueller said, adding 
that Kayser selling will be vital- 
ized with a view to insuring dis- 
tribution of its line on an unprece- 
dented scale. 

As an example of one postwar 
development, Mr. Mueller 
formed his audience of a revolu- 
tionary new stocking heel, the 
Kayser Sta-Put heel, which he 
said is the first really new devel- 
opment in hosiery construction in 
many years. Mr. Mueller believes 
it will radically change the meth- 
ods of manufacturing full-fash- 
ioned hosiery, produce better mer- 
chandise at lower cost than has 
heretofore been possible, and 
probably be the beginning of a 
new cycle of hosiery development. 
It will be made available to the 
industry. 

A feature of the luncheon was 
a fashion show tracing Kayser 
gloves, hosiery and underwear 
from their earliest beginnings in 
1880 down to the present day, end- 
ing with a tableau reproduction of 
the current Kayser “brand name” 
advertisement. 


Sets Date for | 


Noise Abatement Week 


The National Noise Abatement 
Council, New York, has designated 


April 30-May 6 as National Noise 
Abatement Week, advancing the | 
date one month earlier than in for- 
mer years to give the nation’s | 
schools an opportunity to partici- | 
pate in its observance. 

The council will present four 
awards again this year for civil | 
achievement in the elimination of | 
needless noise. One award will | 
be made in each of four popula- 
tion groups: cities of more than 
500,000 population; cities of 250,- 
000 to 500,000; cities of 100,000 to 


250,000; and cities of less than 
100,000. 
Name Hirshfield 


Stockholders of All-American | 
Newspaper Representatives, Inc., 
New York, one of the oldest com- 
panies in the United States repre- 
senting foreign publications, have 
elected Casey Hirshfield president 
and treasurer. He succeeds Mario 
Garcia-Pena, who has _ resigned 
after 23 years as president of All- 
American because of other busi- 
ness interests requiring his pres- 
ence in Colombia. Edwin Seymour 
has been reelected vice-president 
and Mrs. Henriette Eagan, secre- 
tary. 


CAN'T © 
COVER MICHIGAN 
WITHOUT... 


>» 
: 


The best publicized 


town of its size in all 
the world — citizens | 
are responsive to ad- 
vertising, naturally. | 
Population 67,959. 


THE BATTLE CREEK 


Corbett Promoted 


J. W. Corbett, assistant general 
manager of the Southern Pacific 
Company, San Francisco, since 
1942, has been named general 
manager of the company, succeed- 
ing the late C. F. Donnatin. R. E. 
Hallawell has been advanced from 
general superintendent of trans- 
portation to assistant general man- 
ager. 


Sales Heads to Meet 
in Los Angeles 


The 1944 Pacific Coast Sales Ex- 
ecutives Conference will be held 
April 14-15 at the Ambassador 
Hotel, Los Angeles, under the aus- 
pices of the Los Angeles Sales 
Managers Association. 

Speakers will include Franklin 
Johnston, publisher of the Ameri- 
can Exporter, New York; Kinsey 
N. Merritt, manager of public re- 
lations for the Railway Express 
Agency, New York; Homer E. 
Capehart, president of the Pack- 
ard Mfg. Corporation, Indian- 
apolis; and Miller McClintock, 
president of the Mutual Broad- 
casting System. 


; troit, maker of traction equipment|to handle trade and consumer ad- 
Names Rickerd Agency for the automotive truck field, has|vertising and sales promotion in 


Thornton Tandem Company, De-| named C. E. Rickerd, Inc., Detroit, this country and for export. 


OHIO WITHOUT 


War 


Few historic land-marks remain in Seattle. 
Hardly a building in this entire city of a half- 
million is more than 50 years old! Fire destroyed 
all of downtown Seattle in 1889 . . . when the 
population was about 40,000. Forward looking 
Seattlites planned a city of wide streets and parks. 
And since most of Seattle’s growth has come since 
1900, its buildings today are tall and modern. 
Most of its hundred-thousand homes are sur- 
rounded by emerald green lawns on Seattle’s 
seven hills . . . commanding inspiring views of 
Puget Sound and the snow-capped Olympic moun- 


tains. There are no slums. Seattle’s transit system 
has been completely modernized. It is rated one 
of the model mass transportation systems in the 
nation. There are no street car rails in Seattle. 
Service is quiet, fast, efficient. 

Seattle is young, ready . . . on the threshold of 
a brilliant future. Ahead is greatly stepped-up air 
and sea commerce with awakened lands of the 
Pacific . . . new industries . . . the development of 
Western resources. Some day there will be historic 
landmarks in this remarkable city. They are being 


REPRESENTED by O'MARA & ORMSBEE, 


created today! 
ALL SEATTLE PAPERS 


HEAD AND SHOULDERS 
THE 


Searrte Times 


Seattle, Washington 


Founded in 1886, The SEATTLE 
TIMES has grown up with Seattle 
—and has played a definite part 
in the development of this mod- 
ern city. Today The SEATTLE 
TIMES is the preferred newspa- 
per in 7 out of 10 Seattle homes. 


Inc., NEW YORK * CHICAGO * LOS ANGELES * SAN FRANCISCO 
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March 28-31. 
agement Association, annual pack- 
aging conference and exposition, 
Palmer House, Chicago. 


American Man- 


April 4-6. National Sales Pro- 
motion Clinic by the Sales Pro- 
motion Division of the National 


THEY GET 


7-BILLION 


FROM A FEW MILLIONS 


They get it from a market many of their 
big competitors have overlooked. Per- 
haps, you, too, are overlooking the 7-bil- 
lion dollars spent yearly by American 
Negroes. So find out how advertisers in 
Negro field are reaching biggest markets 
at littlest costs. Write today to Inter- 
state United Newspapers, Inc., 545 Fifth 
Avenue, New York 17, New York and be 
ready for some startling, profit-revealing 
facts. 


Retail Dry Goods Association, 
Netherland Plaza Hotel, Cincin- 
nati. 

April 23. American Association 
of Newspaper Representatives, 
spring dinner meeting, Waldorf- 
Astoria, New York. 

April 25-27. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

May 16-17. Inland Daily Press 
Association, spring meeting, Chi- 
cago. 

May 18-19. Toilet Goods Asso- 


ciation, Waldorf - Astoria, New 
York. 
May 19-20. International Af- 


filiation of Sales and Advertising 
Clubs, spring conference, Hotel 
Brock, Niagara Falls, Ont. 

May 25-27. Associated Business 
Papers, annual spring meeting, 
Westchester Country Club, Rye, 
N. Y. 

June 4-7. Advertising Federa- 
tion of America, annual meeting 
and second war advertising con- 
ference, Hotel Sherman, Chicayo. 

June 5-6. National Industrial 
Advertisers Association, regional 
conference, Eastern chapters, Hotel 
Claridge, Atlantic City, N. J. 

June 5-7. Newspaper Adver- 
tising Executive Association, 33rd 


annual spring meeting, Hotel Com- 
modore, New York. 

June 6-8. Public Utilities Ad- 
vertising Association, annual meet- 
ing, Palmer House, Chicago. 

June 12-14. Pacific Advertising 


Association, annual convention, 
Fresno, Cal. 
Aug. 28-31. National Associa- 


tion of Broadcasters, annual con- 
vention, Palmer House, Chicago. 

Sept. 25-27. Southern News- 
paper Publishers Association, an- 
nual convention, Arlington Hotel, 
Hot Springs, Ark. 


Fire Extinguisher 
Group Names Sullivan 


Arthur G. Sullivan, general sales 
manager of the Buffalo Fire Ap- 
pliance Corporation, Buffalo, N. Y., 
has been elected president of the 
Chemical Fire Extinguisher As- 
seciation, New York. 

Other officers elected were: J.O. 
Binford, general sales manager of 
the American-La France-Foamite 
Corporation, Elmira, N. Y., vice- 
president; Herman W. Diener, 
secretary of the George W. Diener 
Mfg. Company, Chicago, secretary; 
and W. J. Parker of W. J. Parker, 
Inc., New York, commissioner. 


Why Snub Croesus? 


1. People living in the Granite State are in a position to buy 
what you can sell. 
2. The Manchester Union Leader reaches one out of every 


three New Hampshire families. 


33. This is your market... nearly half a million strong. 
4. When you think of New England, think of the 


Manchester Union Leader 


NATIONALLY REPRESENTED BY GEORGE A. McDEVITT COMPANY 


NEW YORK + CHICAGO «+ DETROIT + PHILADELPHIA + CLEVELAND 
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“Positions Wanted,” “ 


cash with order. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 


tatives Available,” 30 cents a line, minimum charge $1. 


epresentatives Wanted,” and “Represen- 
Terms 
All other classifications (single insertion 


rates): % in., $2.75; 1 to’3 in., $4.75 per inch. 


HELP WANTED 
ARE YOU HAPPY 
on the job? 


By our Genetic Technique Analysis we de- 
termine Native Abilities. Practical business 
shows their proper use in the light 


of educational and experience background. 

The net result Is job 

Write er phone for our free booklet, ‘‘How 
Mateh Men j od 


PERSONNEL CONSULTANTS 


matching men and jobs”’ 
8 South Michigan Avenue ANDover 3129 
CHICAG 


(Selid firms —- sound men only are 
sciloited 


ADVERTISING AGE 
perienced publication production 
man (or woman), in Chicago, to 
handle all phases of advertising pro- 
duction. Position open immediately. 
If you know how to make up sched- 
ules, follow copy through from in- 
sertion order to publication, lay out 
forms for split-fountain multi-color 
printing, okay ads and press-sheets, 
call J. P. Dobyns or S. R. Bernstein, 
ADVERTISING AGE, 100 E. Ohio St., 
Chicago 11, Delaware 1337, for = 
pointment. Your inquiry will be 
kept confidential. 


COPYWRITER 

Unusual opportunity for man fully 
experienced writing agency copy. 
Ability to analyze a variety of prod- 
ucts and to inject good agency sell- 
ing copy into display ads and sales 
literature is prime requisite. To such 
a man, medium size agency located 
near north side Chicago, offers 
permanent connection, pleasant sur- 
roundings, quick advancement in 
recognition of merit. Write, state 
age, salary requirement, draft status. 

Box 4652, ADVERTISING AGE 

100 E. Ohio St., Clficago 11, Tl. 


WRITER 
Is Your Hobby Verse Writing? 
Would you like to turn it into a vo- 
cation? Position on staff of large 
greeting-card concern open for per- 
son with ability to write salable 
verse. Excellent present and post 
war opportunity. Full salary while 
training. Send samples of work, 
either poetry or prose, when apply- 


ing. 
AMERICAN GREETING CARD 
PUBLISHERS, INC. 
1300 W. 78th St., Cleveland 2, Ohio 


Wanted: Staff Correspondent in Chi- 
cago area for two well-established 
business papers, headquarters New 
York. Assignments and leads fur- 
nished; generous space rate compen- 
sation. Write, giving full partic- 
ulars about experience. 

Box 4648, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
20 YRS. ADV. EXPERIENCE 
Midwest Advertising Agency needs 
man or woman by September that 
is good at finished catalog, broad- 
side and publication ad layouts. 
Ability to do lettering an asset. 
Must know - reproduction process. 
Permanent position, unlimited op- 
portunity, attractive salary. Send 
complete information regarding your 
preference. 
Box 4644, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I11. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
200 S. State St. Chicago, Til, 


needs an ex- 


HELP WANTED 


SALES ANALYST 

Large rotary and rotogravure printer 
(California) wants man capable 
analyzing sales potentials and as- 
signing leads. Permanent position 
as part of sales staff. 

Box 4649, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


LAYOUT ARTIST—Splendid oppor- 
tunity for young man or girl to “go 
places” with long established adver- 
tising agency in Indianapolis. Real 
ability and ambition more important 
than long experience. Our accounts 
cover a widely diversified list of in- 
dustrial and consumer products ad- 
vertised in magazines, trade papers, 
newspapers and direct mail. Write 
fully and send samples, stating sal- 
ary desired. 

Box 4647, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


WRITING IS MY BUSINESS—space 
and/or script sweet, strong, 
solid! Agency exper. Draft exempt. 
28 years old. Come and get me. 
Box 4646, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TO PINCH HIT TILL “D” DAY 
Fully qualified for any copywriting 
job you wish to hold for man now 
in service. Woman writer with mail 
order, dealer, retail and agency ex- 
perience — always on accounts not 
usually assigned to women. $4500. 
Box 4620, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I11. 


HAVE YOU FOOD ACCOUNT that 
needs copy which makes housewife 
say, “What's this... Yum, yum... 
I must try it”... written by agency 
man who has sold food to public, 
whose copy got immediate and re- 
peated response, most of the time, 
whose hobby is cooking that would 
tempt you to stay away from home 
to savor its goodness? That kind 
of copy I want to write for you. 
Box 4651, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Radio writer-producer-director — a 
good one—desires strong agency 
connection. Excellent professional 
background and education. 4F. 
Box 4650, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Seasoned display staffman, or mer., 
for responsible position Midw est 
newspaper. Adman, 2738 Kendall, 
Madison, Wis. 


ADV. SALES PROMOTION MGR. 
15 yrs. dept. store and agency exp. 
‘in the promotion of everything sold 
‘hrough retail channels. Can do a 
real job for Mfr. or Dept. store. 

Box 4641, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVE AVAILABLE 


Special advertising sales representa- 
tion available to publications need- 
ing coverage in Virginia and the 
south. Special assignments and edi- 
tions swiftly handled. P. O. Box 1075, 
Pichmond 8. Va. 


BUSINESS OPPORTUNITY 
Opportunity for Artist to open 
studio next door to Advertising 
Agency in midwest city of 230,000. 
Agency account alone will pay over- 
head and good income. City short 
of artists. Plenty of free-lance work 
available. Write for complete in- 
formation. 

Box 4645, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


MISCELLANEOUS 


For Sale—Embosograf, like new, 
with 7 fonts of type, $375. Original 
cost, $975. Selmer, Elkhart, Indiana. 


General Electric 
Presses L. A. Drive 


“Electronics serving you today” 
is the theme of an advertising 
campaign sponsored by Interna- 
tional General Electric in full 
pages in the Spanish and Portu- 
guese editions of Reader’s Digest 
and in leading magazines of Ar- 
gentina, Brazil, Chile, Colombia, 
Cuba, El Salvador, Mexico and 
Puerto Rico. 

The current drive, prepared by 
Williams & Saylor, New York 
agency, is a development of IGE’s 
1943 campaign. It dramatizes Gen- 
eral Electric electronic devices, 
many of which are for war use, 
and tells how they will be adapted 
to products and needs of peace- 
time living. 


Drops Corporate Form 


Ivan N. Shun, owner of Adver- 
tising Counselors of Arizona, Phoe- 
nix, has announced the final dis- 
solution of Advertising Counsel- 
ors, Inc., predecessor of the pres- 
ent agency. 


Two Name Colton Agency 


Newskin Company, maker of 
New-Skin, and Tyler Laboratories, 
Inc., manufacturer of Tetrodine 
and other iodine products, both of 
Brooklyn, N. Y., have named Wen- 


dell P. Colton Company, New 
York, to handle their accounts. 


WANTED: 


by Midwestern 4A Agency 


A Seasoned Copywriter 


man or woman, preferably with 
some news-writing background. 
to handle food, household and 
retail copy. This is a permanent 
job with splendid post-war op- 
_portunities in an established or- 
ganization that attracts and 
holds good accounts. Earnings 
fully commensurate with your 
ability as a writer and advertis- 
ing craftsman. For interview. 
apply by letter, sending proofs 
of your creative work. recent 
snapshot, full outline of experi- 
ence and starting salary desired. 
All applications held in strict 
confidence. Our own staff knows 
of this advertisement. Unless 
your present work offers just 
the future you want, this is 
worth your attention. Address 
Agency President, Box 4654, 
Advertising Age, 100 E. Ohio 
St., Chicago 11. 
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‘in reader interest 
achieved by 


editorial “EXTRAS” 


Each month we publish a wealth of editorial 
material — concise, practical articles on mer- 
chandising, display, personnel, stockkeeping, 
cost control and many other subjects for chain 
store executives and store managers. 


But we do not stop there. CHAIN STORE AGE 
subscribers get the editorial extras, shown on 
this page, that achieve-a big PLUS ini reader 
interest. 


Today, particularly, the chain store man is on 
the spot. He has to contend with green help, 
merchandise shortages, inadequate equipment, 
government regulations. Today, more than ever, 
he needs the help of CHAIN STORE AGE — he 


needs those extras! 


DISPLAY MANUAL 
Store Editions 
UARY 


JULY 
NOTIONS MANUAL 


DIRECTORY OF 
MANUFACTURERS 


CHRISTMAS GIFT 
DIRECTORY 


ist Edition - 


UGUST 


SALES TRAINING 
COURSE 
Drvggist Edition 


TOILET GOODS 
SALES MANUAL 


+ 
PRIL 
Monthly 
SALES TRAINING 


COURSE 
Grocery Editions —> 


TOILET GOODS 
SALES MANUAL 


Variety Store Editions 
<— JUNE 


< 


Moathly 
SALES TRAINING 
COURSE 
Stere 


6 Separate Magazines Covering the 
Major Divisions of the Chain Store Field 


DRUGGIST EDITION 
%& GROCERY EXECUTIVES 


GEN’L MDSE.-VARIETY STORE 
EXECUTIVES EDITION 


EDITION ‘xe VARIETY STORE MANAGERS 
x GROCERY STORE MANAGERS EDITION 
EDITION ADMINISTRATION EDITION 


CHAIN STORE FOUNTAIN-RESTAURANT—A separately 
bound section of: (1) Druggist Edition; (2) Gen’l Mdse.- 
Variety Store Executives Edition; (3) Variety Store Man- 
agers Edition; (4) Added coverage among Restaurant, Con- 
fectionery and Cigar chains. 


185 MADISON AVE., NEW YORK 16, N. Y. 
Gm 612 N. Michigan Ave., Chicago 11, Illinois 


Recruiting Drive 


for Pulpwood Is 
Vital, WMC Says 


No Further Cuts in 
Paper Quotas Being 
Considered by WPB 


Washington, D. C., March 16.— 
With the nation holding its own 
in the struggle to balance its pulp- 
wood supplies and the demand for 
paper and containers, War Man- 
power Commission officials warned 
today that a new spring recruit- 
ing drive will be necessary to 
maintain a production rate which 
will provide the estimated 16,- 
200,000 cords necessary for essen- 
tial civilian and military needs in 
1944, 

Officials admitted that the high 
winter rate of production which 
has resulted from off-season em- 
ployment of farm labor is likely 
to fall off within a few weeks as 
farm labor drifts back to the soil, 
and the comparative safety of 
draft deferments under the Tyd- 
ings amendment. 

Production during January was 
1,339,000 cords, the Department 
of Commerce reported, an in- 
crease of 22% over January, 1943. 
Thousands of farmers were en- 
listed in the South and lake states 
areas, as a result of special efforts 
by the field representatives of 
WMC and farm labor recruiting 
drives of private industry. 


No New Cuts Seen 


Although WPB officials repeat 
that the paper problem is still the 
No. 1 bottleneck in the war effort, 
and that no relaxation of restric- 
tions is in sight, the newspaper 
and commercial printing industry 
advisory committees have been 
informed that no additional quota 
restrictions are under considera- 
tion at this time. Likewise, latest 
information indicates there will be 
no changes in restrictions on maga- 
zines and periodical paper for the 
second quarter of 1944. 

In the South, use of prisoners 
of war is receiving considerable 
attention and part-time farm labor 
is encouraged to go into the woods. 
New England still suffers from the 
unwillingness of Canada to permit 
the migration of more than 3,700 
workers for employment in the 
Maine and New Hampshire woods. 
Altogether, the War Manpower 
Commission estimates that 50,000 
additional workers are needed in 
the logging industries, but officials 
admit that recruitment of workers 
for the woods is more difficult than 
in other essential industries. 


Crisis in South 


An immediate recruiting crisis 
is expected in the South, normally 
the producer of more than half 
the nation’s pulpwood, where 
farmers are already heading back 
to their land. Instructions are 
going out now for intensive re- 
cruiting campaigns in pulpwood 
states to replace this temporary 
farm labor. 

Pending in the House military 
affairs committee is the Philbin 
bill which would give woods work- 
ers the same deferment status that 
the Tydings amendment gives farm 
workers. With a general man- 
power crisis surrounding all in- 
dustry, War Department and Se- 
lective Service have opposed this 
measure on the ground that it 
would provide labor for the woods 
at the expense of other essential 
industries, such as ship building 
and airplane production. 


NEWSPRINT USE 
DOWN IN FEBRUARY 


New York, March 16.— Daily 
newspapers reporting to the 
American Newspaper Publishers 
Association consumed 182,487 tons 
of newsprint in February, com- 
pared with 208,143 tons in 1943 
and 219,362 tons in 1941. 

The total estimated newsprint 
consumption in the United States 
for February was 243,316 tons, 
and for the first two months of 
1944 is estimated at 502,903 tons. 


FEBRUARY SALES OF CHAIN STORES 


% Gain 


Advertising Age, Marc 19 


2 % Gain 


94 weeks and“eight weeks. 
*5 month period. 
tOne month Period. 


Food Chains 1944 1943 or Loss 1944 1943 or Loss 
Kroger Groc. & Bak. Co.... 32,406,986 33,292,603 —3.0 $ 64,907,853 $ 64,092,862 +19 
7.631.247 7,255,633 +5. 14,449,844 13,624,092 
47,124,420 45,079'256 94,875,663 88,530,647 +72 
$ 91,242,159 $ 89,928,086 -++1.5 $174,233,360 $166,247,601 443 
Mail Order 
Spiegel 2,637, 100 2,969,045 —I1.7 $ 3,798,123 $ 4,371,761 
Montgomery Ward ........ 37,516,440 41,443,487 —9.5 73,326,607 81,426,948 —I09 
$100,300,793 $102,269,459 $ 77,124,730 $ 85,798,709 —i0.1 
Drug Chains 
BRR eres $ 837,896 $ 769,318 +8.9 $ 4,680,143 $ 4,333,149 +89 
9,246,741 8,596,283 +7.6 18,462,884 17,234,500 +7. 
$ 10,084,637 $ 9,365,601 -+7.7 $ 23,143,027 $ 21,567,649 73 
Variety and Miscellaneous 
8,899,260 9,215,352 —3.4 16,699,293 17,433,411 —42 
aColonial Stores ............ 7,180,771 6,971,299 +3.0 14,323,060 13,496,067 +46.) 
Consolidated Retail Stores..$ 1,509,584 $ 1,951,391 —22.6 $ 3,037,559 $ 3,399,039 —I04 
Diamond Shoe Corp......... | 732,993 2,078,342 —16.6 3,648,792 4,119,735 
2,483,906 2,973,670 —16.5 5,456,990 6,246,767 —I24 
351,299 381,733 —7.9 691 839 730,752 —53 
9,983,809 10,447,163 —4.4 19,460,678 19,829,003 —I9 
SS 14,500,198 13:907:568 +4.3 28,231,791 26,914,208 
Lane Bryant, Inc............. 2,347,284 2'536,593  —7.1 4,344,272 4,705,087 
4,424,882 4,671,307 —5.3 8,600,969 8,994,042 
5,392,737 5,613,154 —3.9 10,523,439 11,093,731 
Neisner Bros. 2,289,364 2,328,529 —I.7 4,456,711 4,411,010 
759,919 673,002 —12.9 1,495,002 | 309,447 
Western Auto 2,817,000 3,058,000 —7.9 5,588,000 6,315,000 
Group Total $107,056,337 $111,641,488 —4.1 $187,714,755 $191,614,949 
Combined ‘Totel $308 683,926 $313,205,.634 —I.5 $462,215,872 $465,228,908 


1944 the reporting newspapers 
used 377,177 tons of newsprint, a 
decrease of 13.2% under the first 
two months of 1943, and a de- 
crease of 16% under the first two 
months of 1941. 

Stocks of newsprint paper on 
hand with newspapers reporting to 
the ANPA were 54 days’ supply 
at the end of February, a decrease 
of two days’ supply from the 
amount on hand at the end of 
January. 


Alden Names Cory Snow 


Cory Snow, Inc., Boston, has 
been named to direct the sales 
promotion and public relations 
programs of Alden Products Com- 
pany, Brockton, Mass., manufac- 
turer of electrical component 
equipment used in the electronic 
and electrical manufacturing in- 
dustries. A campaign has been 
opened in March business papers 
and a direct mail program will be 
constructed around a new catalog 
being prepared for the company. 


Rousseau to McCann 


Bill Rousseau, formerly with 
Benton & Bowles, where he was 
producer of the “Prudential Fam- 
ily Hour” and supervisor of “Thin 
Man,” has joined McCann-Erick- 
son, New York, as_ production 
assistant to Lloyd Coulter, vice- 
president in charge of radio. 


Two Name Hartman 


B Plus Bread Corporation an 
American Soil Products Corpora 
tion, both of New York, hav 
appointed L. H. Hartman Com 
pany, Inc., to handle their adver 
tising. B Plus is a new type brea 
featuring golden center whe 
germ. American Soil Product 
makes the Alkenti Soil Tester an 
Soil Test Guide, which retails 
10 cents. 


Sets Up Pension Plan 

Dancer-Fitzgerald-Sample, Chi 
cago, has adopted a pension pla 
covering 218 employes in the Chi 
cago, New York and Hollywo 
offices, and establishing liberal r 
tirement and cash benefits. Enti 
cost is paid by the agency. 
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Department Stores 


Don’t Overlook This Tremendous Market in your 
POST-WAR PLANS! 


Write for 6 pt. Fact Folder .. 


| Merchandising procedures, market nba 
pretation, collateral service, etc. 


SYNDICATE STORE MERCHANDISER 


79 Madison Ave., New York 16, N. Y. 


CHICAGO @ LOS ANGELES 
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Largest Audited Circulation in t 
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5c to $1.00 & up Variety Store Field ' 
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Appl anes Sales 
Course Enrolls 
15,000 Retailers 


Chicago, March 16.—That appli- 
ance dealers realize postwar sell- 
ing will require advance planning, 
despite a pent-up buyer’s demand, 
is indicated in a surprising 15,000 
requests for monthly mailings 
of a retailing course, “Planned 
Electrical Merchandising,” G. H. 
Smith, general sales manager, 
Edison General Electric Appliance 
Company, said today. 

The course, first offered last De- 
cember by the maker of Hotpoint 
appliances, deals with retailing 
fundamentals from the retailer’s 
viewpoint. Containing no mention 
of Hotpoint products, it informs 
the dealer how to pick a store 
location; how to know the atti- 


‘45 tudes of customers toward his 


store; and how to select proper 
groups of merchandise, as well as 
supplying other information deal- 
ers need to make appliance selling 
a more exact science. 

“We departed from our past 
thinking in preparing this study,” 
explained Mr. Smith. “Instead of 
telling dealers of Hotpoint’s prod- 
ucts and plans, or asking them 
questions about their plans, we 
retained the best merchandising 
authority to prepare a definite plan 
of action. Thousands of personal 
contacts were made in all types of 
communities; the information we 
gained was reduced to retailing 
principles and combined into these 


MULTIGRAPHING 
MIMEOGRAPHING 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


bulletins. The information is not 
only for Hotpoint and other appli- 
ance dealers, but applies to all 
types of retailing.” 

Dealers were informed of the 
merchandising course through page 
advertisements in Air Conditioning 
& Refrigeration News, Electrical 
Dealer, Electrical Merchandising, 
Electrical South, Electrical West, 
House Furnishing Review and Re- 
tailing Home Furnishings. In addi- 
tion, a broadside reproduction of 
the page advertisement was mailed 
to a list of Hotpoint dealers, along 
with a return card to ask for the 
bulletins. 

Almost all of the requests, said 
Mr. Smith, have been from deal- 
ers in the appliance field, with 
about 200 now being received 
weekly. These are being supplied 
with bulletin No. 1, with future 
monthly mailings to follow. Those 
on the original list are receiving 
bulletin No. 4 this month. 


Free Samples 
Offered in New 
Dehydray Copy 


New York, March 16.—Devoe & 
Raynolds Company next week will 
start an extensive spring campaign 
for Dehydray water paint, using 
more than 70 newspapers in 45 
key cities throughout the country. 

Insertions up to 400 lines will 
break March 23, with weekly ads 
scheduled to appear through May. 
In addition, full-color ads of half 
and one-third pages will appear 
in Sunday comic supplements. 
Copy will include a coupon for 
presentation to dealers for a sam- 
ple of the product at a reduced 
price. 

Other media to be used in the 
campaign are business papers, spot 
radio and outdoor advertising. An 
intensive direct mail drive will 
round out the campaign. Calkins 
& Holden handles the account. 


WANTED 


TOP AGENCY COPY MAN 


Excellent Salary Plus Immediate 
Participation in Permanent 
Profit-Sharing Trust Fund ! 


This is not just another job, but an opportunity to 
become an important “member of the family” in one 
of America’s top-ranking agencies. Located in Chicago. 
Organization is alert, progressive, unusual for its stabil- 
ity and good fellowship. We work hard, but we have fun. 
No red tape, no prima donnas, no stuffed shirts. 


r You will be one of a creative group with years of 
° know-how in writing outstanding publication and radio 
. advertising. Your job will not depend on any one account 
NM —ours is a group operation on an imposing list of choice 
~ accounts in a variety of fields. 

: We know of no place in the advertising business 
“ where a creative writer can make more rapid and sub- 
> stantial progress. Before answering, bear this in mind: 
. The man we want must have top-flight agency experi- 
: ence in writing important national campaigns, must be 
- able to give proof of his major contributions to these 


campaigns. 


Write fully about yourself. All information will be 
held in strictest confidence. Your present connection will 
not be jeopardized. Your letter will be seen only by the 
executive heads of this agency and will be returned to 
you if you so request. All our people know this ad is 


running. 


Address Box 4653, Advertising Age, Chicago 11, Ill. 


ANA Study Shows 
Trend to Straight 
Product Copy 


New York, March 16.—A trend 
toward use of straight product ad- 
vertising is disclosed in a survey 
released today by the Association 
of National Advertisers, showing 
the ability of various types or 
themes used in magazine advertis- 
ing to attract attention and to get 
thorough readership. 

The study, covering four three- 
month periods from October, 1942, 
through September, 1943, said that 
“straight product advertising 
showed an important increase in 
volume from the first quarter to 
the third and fourth quarters. The 
over-all picture indicates that this 
is, in visibility and thorough read- 
ership, considerably above par.” 

The report, designed to show the 
trend of war theme advertising in 
particular, analyzes the findings on 
more than 18,000 advertisements 
which appeared in 15 major maga- 
zines during the 12-month period. 


The data given, which required 
more than 80,000 personal inter- 
views, was obtained from the ad- 
vertising rating service of Daniel 
Starch & Staff. 

The ads are classified by the six 
top advertising themes and by 
products or nature of business. 
Tabulations are given by product, 
showing the relative interest in the 
various advertising themes and 
the comparative interest on the 
part of men and women. The sur- 
vey covers 38 product classifica- 
tions, including automotive, cloth- 
ing, food, household supplies, phar- 
maceuticals, tobacco products and 
travel. 


Forms New Company 


Service Engineering Company 
has been organized by Howard B. 
Bishop, formerly president of John 
C. Wiarda & Co., Brooklyn, N. Y., 
to provide management services 
and, in some cases, finance in the 
development of new products and 
processes in the chemical and 
chemical engineering field. It will 
have a head office at Summit, 
N. J., and another office at 52 Van- 
derbilt Ave., New York. Charles 


H. Welling, of Charles H. Welling 
& Co., New York, is associated 
with Mr. Bishop as general man- 
ager of the new company. 


10 BILLION AIR-PASSENGER MILES 
506,000 AIRSHIPS IN 1950! 


1170 BROADWAY NEW YORK 1, N. Y. 


How to cure 


ing up routine work your assistants should 
be able to handle? Try this remedy: Put It 
In Writing. It’s a simple cure, a habit easy to 


form, and it works. 


To help you put this idea to work, get the 
Hammermill handbook, “3 Steps that Get 
Things Done.” It’s full of suggestions . . . 


how to plan jobs, assign responsibility, 


check results, clear your 
desk and mind for impor- 


tant jobs by putting it in 


“BOOR MR. SMITH! 

STUCK AGAIN TONIGHT 

—I|'M GLAD I'M NOT 
HIS WIFE! 


Read this Free 
Hammermill Idea-Book 


IS YOUR DESK a “junk heap” these difficult 
days? Are you stuck night after night clear- 


Sunk heap desk’ 


LOOK! HERE'S WHAT 
MR. SMITH NEEDS... 
LET'S CLIP THE 


Hammermill Paper Company, 


3 


Erie, Pa. 


Please send me—free—my copy of |) 
the Hammermill handbook, “3 Steps that Get 
Things Done.” 


writing. 


Send for 
this free book 


BUY WAR BONDS EVERY PAYDAY 


Name 


Please attach to your company letterhead AA 3-20 
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Institutional Copy 
Starts New Series 
for Ford Motor 


(Continued from Page 1) 

far between and have cost me 
practically nothing.” “State guard 
reserve training and gardening 
also keep our 13-year-old car on 
the go when I get away from the 
plant,” he adds. “The savings on 
gas and tires and upkeep make me 
mighty glad I picked a Ford!” 

The copy then swings into a 
story of Ford dependability, econ- 
omy and service, and winds up 
with the over-all line which will 
appear in all advertising: ‘30,000,- 


In 


you can have 


BUFFALO'S MOST MODERN 
AND MOST POWERFUL 
TRANSMITTER PLANT 


now gives advertisers radio's 
biggest circulation bonus... 
now brings listeners radio's 
clearest and finest enter- 
tainment. 


t 


BUFFALO 
‘BROADCASTING 
“CORPORATION 
BUILONNG, BUFFALO; NEw YoRK 
Representatives; 
PETERS, INC. 


000 cars and trucks have been 
built by Ford.” 

A series of eight to ten institu- 
tional ads of historical character 
is scheduled to start in general 
and women’s magazines in April. 
This program has not fully crys- 
tallized, and the magazine list will 
not be complete because of space 
limitations. It is reported that an 
additional radio campaign is also 
being considered. Total expendi- 
tures during 1944 will probably be 
considerably in excess of last year, 
when Ford advertised to the tune 
of about $3,500,000 in major media, 
about $2,500,000 of this total going 
into radio. 

In 1942 Ford’s total expenditure, 
for all products, was about $1,700,- 
000, radio getting almost $1,200,000. 
This was a sensational decline 
from 1941, when the Ford total 
was well over $6,000,000, with 
half going into newspapers, one- 
fourth into magazines, and the 
remaining 25% split two-thirds 
for radio and one-third for farm 
papers. 


Officials Mum on Plans 


Ford officials, as usual, had noth- 
ing to say this week with regard 
to their advertising or public rela- 
tions plans, but observers here feel 
that the Ford copy will be only 
the first in a new approach to 
carless advertising by motor car 
manufacturers who realize the 
importance of reselling the public 
on the peacetime cars they will 
produce sometime, rather than on 
the wartime products they are 
producing now. 

Although indications are that 
the new advertising campaign is 
designed largely to recapture fa- 
vorable public opinion not only for 
the Ford car but for the Ford 
Company and the Fords person- 
ally, and public relations activi- 
ties, including motion pictures and 
publicity, are expected to increase 
greatly, it appears possible that 


some of the public relations diffi- 
culties which have beset the Ford 
organization in the past may not 
have been overcome entirely. 

It was generally agreed that the 
presence of Edsel Ford in the 
president’s chair was responsible 
for considerable toning down in 
the Ford penchant for annoying 
certain segments of potential auto- 
mobile buyers. Following Edsel’s 
death, Henry Ford again assumed 
active direction of the company’s 
activities, and one result of this 
shift seems to have been the recent 
resignation of Charles E. Soren- 
son as chief engineer, after 39 
years’ service. His_ resignation 
has put Harry Bennett, head of 
the Ford “service department” 
when the company was fighting 
unionization tooth and nail, more 
firmly in the saddle than ever 
—a condition which is not likely 
to enhance whatever feeling of 
friendliness toward Ford may 
exist in labor circles. 


Margarine Group 
Launches Initial 


Advertising Drive 


Washington, D. C., March 15.— 
The National Association of Mar- 
garine Manufacturers will inaugu- 
rate its initial advertising cam- 
paign in April issues of publica- 
tions serving the medical and 
dietetic fields. 

The association, which is com- 
posed of 30 manufacturers, has 
appropriated $100,000 for this 
series, which is expected to de- 
velop later into an extensive con- 
sumer advertising campaign. 

Full-page ads in the Journal of 
the American Medical Association 
will be inserted on a bi-weekly 
schedule, along with consistent 
advertising in all of the official 
state medical journals and major 
dietetic and home economics jour- 


nals. The campaign, which is of 
an educational nature, will feature 
copy promoting the nutritional 
values of margarine based on a 
report by the AMA council on 
foods and pointing out the short- 
age of fats in the wartime diet. 
Insertions are scheduled for the 
remainder of 1944. 

Murray Breese Associates, New 
York, handles the account. 


RENEWS ATTEMPT TO 
LIFT RESTRICTIONS 


Washington, D. C., March 15.—A 
third attempt to lift federal re- 
strictions on the production and 
sale of oleomargarine is scheduled 
for a test in the near future as the 
result of a bill introduced by Sen. 
Ellison D. Smith, chairman of the 
Senate agriculture committee. 

Less ambitious than the Fulmer 
bill, which was buried in the 
House agriculture committee last 
December, the new measure would 
permit manufacturers to call their 
product by the new name “mar- 
garine” instead of the old “oleo- 
margarine,” a carry-over from the 
days when margarine was made 
chiefly from beef. 

Margarine legislation has been 
balked at every turn in Congress 
by a dairy bloc majority on the 
House agriculture committee. Re- 
volting against the chairman of 
their own group, this bloc killed 
Rep. Fulmer’s bill without even 
listening to witnesses who opposed 
the measure. 


Reduces Tax Rate 


In addition to amending the fed- 
eral Food, Drug and Cosmetic Act 
to permit the use of the term “mar- 
garine” on labels and cartons, the 
Smith bill places a standard tax of 
Wth cent per pound on colored 
and uncolored margarine, instead 
of %th cent on uncolored and 10 
cents on colored as at present. 

It would discontinue the $480 
tax on wholesalers of colored mar- 


garine and $48 a year tax on re- 
tailers, as well as suspend a clause 
subjecting restaurants, hotels, 
schools and other institutions to a 
$600 “manufacturer’s” tax plus 10 
cents per pound for serving mar- 
garine. The regular $600 a year 
federal tax on manufacturers 
would be retained. 

-A second margarine relief bill 
introduced by Senator Maybank as 
an amendment to the 1943 tax bill 
was beaten in the Senate finance 
committee. 


ANPA Adds 9 Papers, 
Raising Total to 705 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, has added nine new 
members since March 1, bringing 
the total membership of U. S. and 
Canadian daily newspapers to 705. 

ANPA’s Bureau of Advertising 
now represents a total daily circu- 
lation of more than 41,000,000 


which is 87.6% of the combined | 


U. S. and Canadian newspaper 
circulation of 46,861,451. Taking 
the two countries separately, the 
Bureau’s membership represents 
87% of all U. S. weekly circulation 
and 95% of all Canadian week day 
circulation. 


DON’T SEND FOR 


SAMPLES OF MY 


MONTHLY POSTER 
MESSAGES UNLESS you are 


seriously considering mailing out a monthly 
message. UNLESS ys have a basic product 
or service that will fill a real need in the 
post-war daze. UNLESS you want human 
messages that will be worded and illustrated 
in a spirit of friendliness. Interested? Let 
me know the size of your mailing list. I'll 
be VERY HAPPY to mail you samples and 
certs. Walter Koch, Three rns, Stormville, 
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War Department 
Auditors Disallow 
House Organ Costs 


(Continued from Page 1) 
power to review all War Depart- 
ment settlements. 

Although military officials have 
resisted Mr. Warren’s efforts to 
participate in settlements, they ap- 
parently responded to his criticism 
in disallowing the charges for 
house organs in the recent air- 
plane contract settlements. 


Criticizes Dues, Donations 


From all appearances, house or- 
gans would be but one of the types 
of allowances affected, however, 
for Mr. Warren has attacked the 
allowances for contributions to 
charities, including the Red Cross, 
and for dues to trade and tech- 
nical societies, asserting that the 
government made the contribution 
and the firm got the credit. 

House organs provided a con- 


venient opening wedge, however, 
for they are also under fire at 
WPB, where commercial printers 
have protested the growth of the 
medium, now consuming an esti- 
mated 25,000 tons of paper a year. 
At a recent meeting of the com- 
mercial printing industry advisory 
committee the suggestion was 
made that growth of these pub- 
lications be stopped by subjecting 
them to paper consumption quotas. 

The War Department has long 
been embarrassed by the spectacu- 
lar development of in-plant pub- 
lishing activities in war industries. 
Last fall a _ special regulation 
standardizing house organs in War 
ee plants was is- 
sued. 


Talk Two Chief Plans 


At WPB, discussions for possible 
limitations on house organs set- 
tled around two chief plans: 

1. Assign a paper quota, based 
on 1943 usage. 

2. Establish standards, requir- 
ing that house organs be printed 
only on newsprint with a standard 
size page. 

While the adoption of any limi- 
tation at all was in doubt, the for- 
mer plan was preferred by some 


officials because it called for the 
least interference with the end 
use of the paper. The second type 
of regulation, it was pointed out, 
would be more effective in pre- 
serving calendered paper, which is 
in particularly short supply. 
WPB’s commercial printing 
order already establishes quotas 
for certain commercial printing 
consumers, such as the publishers 
of shopping guides and catalogs. 


Organs Called Extremes 


In setting aside claims for house 
organs in the two airplane cases, 
the War Department was not dis- 
allowing all charges for house or- 
gans. In these cases it was as- 
serted that in-plant publishing had 
been carried to extremes. 

Despite a persistent campaign 
by the comptroller general for sev- 
eral months, no change in audit- 
ing policies has been noticed until 
this time. A few months ago, the 
general accounting office chal- 
lenged War Department payments 
for institutional advertising, a 
form of allowance which is seldom 
made under contracts, anyway. 
Only this week the House military 
affairs committee demonstrated its 
sympathy with Mr. Warren’s 
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Prairie Farmer 


The Farmer 


It will take many years for Euro- 
pean and Asiatic countries to rebuild 


situation of today and the trend they 
factual data is now being shaped into 
for advertising and sales executives. 


250 Park Ave., NEW YORK—17 
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POST WAR 


to study the Midwest @am 
it is the leading livestock section of 
the world and is bound to have a long 
period of postwar prosperity. 
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Wallaces’ Farmer 


Iowa Homestead 


Wisconsin Agriculturist 


& Farmer 


6 No. Michigan Ave., CHICAGO—2 b= 
Russ Bildg., SAN FRANCISCO—4 


STANDARD OF CALIFORNIA 


FOOD FIGHTS FOR FREEDOM—And 
the battle starts with seeds, is the 
credo of Standard Oil of California, 
which this year is said to be exceed- 
ing its 1943 expenditure in publicizing 
and promoting victory gardens. About 
10,000 of these four-color posters ere 
being distributed to garden clubs, 
merchants, etc., for display. 


charges by pledging its support to 
legislation which would place the 
comptroller general in charge of 
war contract termination settle- 
ments. 

General advertising has never 
been an acceptable charge against 
the government in either the cost- 
plus-fixed fee contract, or the more 
common fixed price contract. In 
cost-plus-fixed fee contracts a rea- 
sonable amount of advertising in 
trade and technical journals has 
been permitted. 

Most wartime advertising has 
been paid out of profits made on 
fixed price contracts, as allowed 
in subsequent renegotiation settle- 
ments. Until now, renegotiation 
price adjustment boards have al- 
lowed advertising deductions 
which are acceptable to the Bu- 
reau of Internal Revenue in tax 
settlements. . 

Limited payments to cover com- 
mitments for product advertising 
made on the basis of anticipated 
revenue for war work will be al- 
lowed in the settlement of uncom- 
pleted military contracts as a re- 
sult of the Baruch standard termi- 
nation clause. 


Paul Cramer Joins 
Griswold-Eshleman 


Paul M. Cramer, former vice- 
president and director of market- 
ing research with Campbell-Ewald 
Company, De- 
troit, and more 
recently chief 
of the statistical 
and control di- 
vision of the 
Smaller War 
Plants Corpora- 
tion, Detroit, 
has joined the 
Griswold- 
Eshleman Com- 
pany, Cleve- 
manager of 
media and research. 

Identified with various divisions 
of the WPB since 1942, Mr. Cra- 
mer’s experience in marketing 
covers nearly 20 years, of which 
15 were spent with Campbell- 
Ewald. 


Paul M. Cramer 


Two Dailies Approve 
30-Pound Newsprint 


The Journal, Elizabeth, N. J., 
has run an entire carload of 42 
rolls of 30-pound newsprint with 
only two web breaks, according 
to a current ANPA bulletin, the 
breaks being made near the cores 
in stopping the press. The rigor- 
ous tests have been deemed so suc- 
cessful the paper has ordered 
additional 30-pound newsprint 
from the Great Northern Paper 
Company. 

The Reporter, Washington, Pa., 
using six rolls of 65%-inch size 
30-pound newsprint, has found it 
completely satisfactory, according 
to the ANPA. No web breaks 
were experienced, although no 
special consideration was given the 
paper in the test runs. 


Cronin in New Post 

Kevin W. Cronin, formerly with 
the New York Mirror, has joined 
the sales staff of Popular Science. 


> 

‘Tribune’ Classified 
Goes to 9 Columns 
Extension of service to some 
12% more individual users of 
classified advertising is expected 
by the Chicago Tribune as the 
result of changing its want ad sec- 
tion makeup from eight to nine 
columns on March 11. 
With a new column width of 10 
ems and 10 points taking the place 
of the former 12-em columns, the 
new makeup affords want-ad 
users the same, or in some in- 
stances, a greater number of char- 
acters per line, the paper said. 
This was made possible by reduc- 
ing the column rules from six 
points to three points; by setting 
all lines flush to the column rules; 
and by using capital letters only 


in the first letter of the first line 
of each ad. 
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biggest circulation bonus... 
now brings listeners radio's 
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tainment. 
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Gimbel’s Ads Sell 
Costly Antiques 
‘to the Millions’ 


New York, March 16.—Antique 
dealers were forced to admit this 
week, however dolefully, that 
Gimbel Bros. has shown them how 
to make sales soar by appealing to 
the millions instead of the mil- 
lionaires. 

“The millions buy more antiques 
than the millionaires,” the huge 
New York department store head- 
lined a recent large-space news- 
paper advertisement. Gimbel’s has 
proved that statement by expand- 
ing sales in its antique department 
to almost $5,000,000 annually 
through the medium of newspaper 
copy illustrating rare antiques at 
marked down prices. 

Such objets d’art as a painting 
of George Washington by James 
Stuart, 1810, “marked down” from 
$2,498 to $1,798, or a massive tile 
stove of the Middle-European era 
at a 50% reduction, or a glass bot- 
tle by Bas at the ridiculously low 
price of $98.50 are among the many 
relics advertised in frequent Gim- 


bel insertions in metropolitan New 
York newspapers. The idea seems 
to appeal to the masses, who flock 
to Gimbel’s antique and art gal- 
leries searching for bargains. The 
psychological technique used in 
the merchandising of these articles 
has largely contributed to the suc- 
cess of the venture, executives say. 


Entire Collections Sold 


When Gimbel’s assumed respon- 
sibility for the liquidation of Wil- 
liam Randolph Hearst’s $50,000,000 
art collection in January, 1941, the 
department store timorously ran a 
full-page ad in newspapers and 
awaited results. The project was 
so successful that since then Gim- 
bel’s has liquidated several other 
collections and estates on an estab- 
lished commission basis, among 
which were the Clarence H. Mack- 
ay collection, valued at $30,000,- 
000, Warner S. McCall’s $5,000,- 
000 collection, and even the fur- 
nishings from J. P. Morgan’s yacht 
“Corsair,” sold for $15,000 just be- 
fore the U. S. Navy acquired it in 
August, 1941. 

A specific transaction which in- 
volved the liquidation of 500 


Turner paintings proved how ad- 


vertising coupled with department 
store merchandising technique 
could reap a tidy profit. Gimble’s 
acquired the collection, ran large- 
size ads listing the paintings at 
prices ranging from $6.75 to 
$298.50, and within a few hours 
sold them at a total of $10,000. 


Nebraska Court 
Hits WOW Lease 


Omaha, March 14.—Reversing a 
district court decision and holding 
terms of the lease unfavorable to 
the society, the Nebraska supreme 
court last Friday by a 4 to 3 vote 
ordered cancellation of the lease of 
station WOW from the Woodmen 
of the World Life Insurance So- 
ciety to WOW, Inc. 

The majority opinion held that 
D. E. Bradshaw, former president 
and now chairman of the board of 
the society, favored the new cor- 
poration because of his “zeal to 
secure the welfare of his close, 
personal friend,” John J. Gillin 


Jr., head of the new operating 


company which obtained a 15-year 
lease in January, 1943. 

The station would be returned 
to the society under terms of the 
decision, but attorneys for the cor- 
poration and the society are ex- 
pected to file a motion for a re- 
hearing. Suit was filed by Dr. 
Homer H. Johnson, Lincoln, Neb., 
a member of the society who 
maintained that it did not receive 
adequate compensation for the 
lease. The majority opinion 
pointed out that the lease required 
no down payment and described as 
a “bonus” the transfer of $25,000 
in accounts receivable to the 
lessee. It said Mr. Gillin in effect 
paid $1 per share for 250 shares 
of preferred stock while other in- 
corporators paid $99 per share. 

The dissenting opinion declared 
that the record gives full credit to 
Mr. Gillin for the successful finan- 
cial operation of the station by the 
society in recent years, and that 
“the evidence of his ability and 
valuable contacts in the radio field 
is overwhelming and undisputed.” 
In view of these facts, Mr. Brad- 
shaw’s interest in having Mr. Gil- 
lin in the lessee organization “was 
entirely proper” and tended to 


assure its success, the judges said. 


Lucky girl, 
isn’t she? 


@ Whenever anyone makes a speech about newspapers, 
there usually is a good deal of solemn oratory about 
freedom of the press, the free reporting of news, and 
so forth. As if the only function of the newspaper was 


its factual coverage of the news. 


We don’t mean to 


decry this all-important function. But a newspaper 
likewise fulfills many other roles. , 


@In fact we think that probably the greatest role of 


the average newspaper 


today is that of being the fore- 


most-citizen in its community. What other force spear- 


heads every single local charity drive? 


What other 


force campaigns day in and day out for finer schools 
and hospitals, for new parks and streets, for a greater 
interest in citizenship, for a greater interest in religion? 


The Press - Scimitar 
does offer superb 
news coverage. But 
it is a great news-. 
paper particularly 
because no news- 
paper anywhere has 
a deeper sense of its 
civic obligations—of 
its duties as a fore- 
most citizen. 


@ Just consider, for instance, 


how much a newspaper 


like The Press-Scimitar does for the children in its 
city—children like this kissable little cherub. The 
Press-Scimitar raises funds to provide milk for needy 
children. It sponsors another charity to see that every 
needy child gets Christmas presents. Each Christmas 
it helps one of the orphanages place its babies for 


adoption. 


It sponsors a YMCA “Man-for-Boy” Club 


underwriting “Y’’ memberships and camping trips for 


boys. 
weekly page of Scout news. 


It is the official Boy Scout paper carrying a 
In peacetime 250,000 chil- 


dren participate in its annual spelling bee. And 1000 
boys are enrolled in its Junior Aviation Squadrons. 


@ These have nothing to do with the reporting of news. 
These are the activities of a good citizen. But they are 
the reason why a newspaper like The Press-Scimitar 
is a great force in its community—a warm human force, 


tremendously respected and 
fidence of its readers. 


with the profound con- 


In fact, it is because no news- 


paper has any finer record of significant and worth- 
while civic accomplishments that The Press- 


Scimitar is one of the great evening newspapers 
in America—outstandingly productive for 
advertising because of its reader influence. 


MEMPHIS 
PRESS-SCIMITAR 
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‘Time’ Protests 
Member Clause 
in Guild Contract 


New York, March 16.—Time, 
Inc., publisher of Time, Life and 
Fortune, announced yesterday that 
an appeal will be taken to the 
War Labor Board from a decision 
by the New York regional board 
requiring the inclusion of a main- 
tenance of membership clause in a 
contract between the company and 
the New York Newspaper Guild. 
Roy E. Larsen, president of 
Time, Inc., made public a memo- 
randum setting forth the com- 
pany’s objections to the mainte- 
nance of membership provision. 
The regional board’s decision was 
announced earlier yesterday. 

Mr. Larsen’s statement said that 
the intention to appeal does not 
affect the March 29, 1944, deadline 
whereby all who are members of 
the Guild on March 30, 1944, or 
who join or reaffiliate with it after 
March 29, must continue to main- 
tain their good standing in the 
union for the duration of the con- 
tract or lose their jobs. 

Mr. Larsen’s memorandum told 
employes:. “Your company regrets 
the issuance of this order because 
it objects to having to force any 
editorial employe to continue to 
belong to any organization. The 
Guild seeks the Guild shop 
throughout the whole news-gath- 
ering industry, including newspa- 
pers, news magazines, and the 
various press and wire services. 
It seeks a condition where no edi- 
torial worker could earn a liveli- 
hood in this industry without 
maintaining his membership in 
good standing according to what- 
ever union rules are in effect from 
time to time.” 

Under a maintenance of mem- 
bership clause, Mr. Larsen added, 
the democratic principle that a 
person should be allowed to decide 
from time to time on union mem- 
bership is lost. Policies of the 
Guild on many controversial issues 
will change, he said, and present 
members should be free to express 
their disagreement by resigning 
without loss of jobs. 


Artra Opens Drive 


Artra Cosmetics, Inc., Bloom- 
field, N. J., has launched an exten- 
sive campaign for Imra cream hair 
remover, using large-size adver- 
tisements in newspapers and full, 
half and quarter-pages in maga- 
zines throughout the country. 
Abbott Kimball Company, New 
York, handles the account. 


Outdoor Names Griffin 


J. J. Griffin, formerly media di- 
rector and manager of the outdoor 
department of Calkins & Holden, 
has been named manager of the 
new Cleveland office of Outdoor 
Advertising Incorporated, in the 
Leader building, 524 Superior Ave., 
N. E. The telephone number is 
Main 6190. 


In Eastern 
lowa 


The 
Cedar Rapids Gasette 
is 


THE COMPLETE HOME 
NEWSPAPER READ AND 
DEPENDED UPON BY 
THE PEOPLE LIVING, 
EARNING AND SPEND- 
ING IN IOWA'S RICH- 
EST MARKET. 
February Net Paid Circulation 


OVER 47,000 
Daily and Sunday 


Represented Nationally by 


ALLEN-KLAPP CO. 
Chicago New York Detroit 
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PHOTOGRAPHIC REVIEW 
THE WEEK 


ALL-STAR CAST—The weekly forum of the Sales Executives Club of New York 

heard this sextet expound on the subject of “Sales Promotion in the Postwar 

Picture.” Left to right are: W. H. Chase of General Mills; Thomas F. Joyce, 

RCA; Gertrude S. Wilkinson of Francis H. Leggett Co.; Philip J. Kelly, Car- 

stairs Division; John McKibbin, “oa and Joseph K. Skillings of the 
exas Co. 


LOSED CIRCUIT—The men behind the “Luncheon with Lopez” program 

ponsored on MBS by Van Camp's, Inc., explain the format of the show to 

ompany representatives throughout the country on a closed circuit broadcast. 

eft to right are: L. J. Noonan, Van Camp's sales manager; Robert Schmid, 

BS manager of sales promotion and research; Vincent Lopez; C. C. Culp, 

ice-president, Van Camp's; Ray Peterson, advertising manager; and Sherwood 
Smith, president of Calkins & Holden, agency in charge. 


No. 5 of o series on Everyda ETE designed to aid in the teaching of science, 


hes heat. 
Everything in the 
wortd has some 


amownrt of beat, “Her” 
and “cald” are words 
which Espress our 
opiniotis of the sheat 
in any object. Objects 
are made colder by 
taking heat 
them, just a8 we make 
them drier hy taking 
moisture from them. 


We can take heat awry from an object by pucting it near 
something that is colder, because heat always flows toward 
cooler areas. In the old-fashioned refrigerator, the cold object 
is a block of ice. In the electric refrigerator, it is the frover. 


Iveporation keeps the frester cold. 

To keep the froster cold at all times, makers of electric re- 
frigerators make use of the fact that when a liquid tums to 
vapor. it absorbs heat just as water absorbs heat from the 
stove when it boils 
Freon “bolls.” absorbing heat os it does se, 

You will.see in the drawing at the left that mhes full of 
liquid extend around the sides and bottom of the froster, In 
Westinghonse refrigerators, this liquid ts Freon, which va- 
porizes so readily that it actually heils at 21.7°F. below sere. 
The liqued ia these tubes absorbs heat from the food and the 
ice cube compartments. 

In the tubes, the Freon ia still liquid, because it has just 
come from the condenser. At the top of the froster it enters 4 
larger chamber in which it is free tu expand, Here it turns 
rapidly to vapor, absorbing much more heat as it does so. 
the heatloden woper drown awey and compressed, 

Phe vapor, with its load of heat, is drawn out of this chamber 
and carried to the compressor. This is 4 one-cylinder pomp, 
dnven by an electric motor, As the piston moves down, vapor 
is drawn into the cylinder, When it mowes up, the vapor is 
compressed and forced out into another tube, 
+.» then condensed and returned te the frester, 

Ar this pert, the Freon ix still vapor. Compression has 


raised its temperature considerably. To condense it into a 
liquid agvin, it must be cooled. The air in the room ts 
enough tor this, so in the latest electric refrigerators the con 

rer is sumply a tube outside the refrigerator, at the back. 


This is bent we several places so that the vapor follows a long 
zigzag path back to the iroster, turning to liquid as (1 goes along, 
process starting and stopping eutometicolly. 

Auromatic devices stop the motor when the food eompart- 
ment is cold enough, start agaw: when the tompersture 
hegons to rise. The cermperatures at which this happens can be 
set as deared by a ample contre’ 

An enlargement wi this tor use ass nell chert. will be semi to 


oor on coquest. Write te Service, Bow 
Compeny 306 Fourth Ave Bos 1007, Pe. 


Westinghouse 


Pients in 25 Cities Offices Everywhere 


UCATIONAL—One in a series Westinghouse Electric & Mfg. Co. is using 
teachers’ magazines is this page advertisement which illustrates a Westing- 
shouse product and explains its operation. (Story on Page 4.) 


Witt THE WAR IN “44 + BUY MORE 


== 


‘LOOK BEFORE YOU LEAP YEAR'— 
The small copy block in this merchan- 
dise announcement for Strutwear Knit- 
ting Co., Minneapolis, tells Women's 
Wear Daily readers that although 
some of the company's production is 
still on war materials, Strutwear hos- 
iery and “underfairs" are available to 
dealers on an equitable basis. The 
Minneapolis office of BBDO handles the 
account, 


Has 
Got You DOWN? 


Get Relief with Globe-Wernicke 


‘Sofeguvard” System ond Wood 'f Files 


Bett. can be seen is ation at your Wrrticke evite 


FILING EQUIPMENT AND SYSTEMS 


Mevdave'te 


ANOTHER '‘I-TIS'—Relief for "Find-l- 

Tis," a malady prevalent in many busi- 

ness offices, is offered in a series for 

Globe-Wernicke Co. The ad made its 

first appearance in Newsweek earlier 

this month through Ruthrauff & Ryan, 
Chicago. 


-\ 


TAKE YOUR 
BATTLE STATIONS 


GARDENERS / 


GARDEN BOOSTER—Showing Uncle Sam in command of Victory gardens, this car card, designed by Luther Horney, is 
number two in the new war campaigns sponsorship plan developed by the National Association of Transportation Adver- 


PLASTICS. 


BANK HELPS—Chicago's Lake Shore Bank, following a policy of turning over 

its windows to tie-ups with its clients, has presented many an insight into adver- 

tising and industry for Michigan Ave. crowds with windows featuring commer- 

cial photography, magazine cover art, printed materials, etc. In this current 

window, arranged by Plastics World, some of the amazingly diverse uses of 
plastics in war are shown. 


THANKS@ TO A CITIZEN SOLDIER 


BE A BLOOD DONOR 


CITIZEN SOLDIERS—Tide Water Associated Oil Co.'s campaign, which is 
calling for action in the many activities backing the war efforts, is being car- 
ried forward in a series of 24-sheet posters currently being shown throughout 


California, Oregon, Washington, Arizona and Idaho. 


He was jost a titel 
a deren years age. 


‘Tow to Knew — of wart — that even as 
he slept. General Mosors men in a tab 
oratery were putting the woches on 
aspera mew refrigecant later piven the trade 
mark, “Freon! 


Much to little to understand that che teat 
reason for developing this new 
was the safery of just such decpity, youngsters 
as 

That it was it provided the 
fast tink in Safety for ot 
refrigeration, ending even thy remote tisk of 
hare in the evem of leaks io 


the cvoling sistem 


He is grown figheing Los bis 


Tes in 


try 00.4 Soueh Pavitic island, He is 
chat ome Of his deadtion 
there the mesquite, cartier of malaria 


interesting thing is ix that 
now comes to his aid Twie in tifesione, 
thes one resuh of General Megars research is 
paring off to personal protection for hie and 
his kind. 


For oixed with chetmscals. kill mes 
quite, this compound makes a new and 
ter kind of insect Spray. Volike heavier sprays 
that fall ground, ix 
instantly, leaving che oom 


pounds floating suspendest in the air 


Freon” was oot devctuped as war product 
came about because General 
Manors, socking ta prowidle 


alifelime 


more and beter things for more people. 
never stopped ttying to make better 
retrigeraters for American boawholds 


was ayailable when the war need appeared — 
just it remains at hand fet peacevine 
developmenes 


the idea thas built tie idea chat 
nen sceamplish must when they can win just 
feward for dong great things — has served the 


welt war 


Aod the same idea will keep on providing 
more and hemes things for ment people in a 


world resored lating Peace. 


KEEP AMERICA STRONG + BUT WAR BONDS 


VICTORY 


PROTECTION—Mosquitoes are deadly enemies to our fighting men in the 

South Pacific, and Freon provides protection against these malaria-carrying 

insects, says this ad, first of a new institutional series launched by General 

Motors Corp. in 18 national magazines and seven business publications. Arthur 
Kudner, Inc., is the agency. (Story on Page 2.) 


GROW MOR 


tising and the OWI. Powers Corp. produced the series. 
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Or all the printed words 
which have inspired noble 
deeds, none, perhaps, have 
done so much as those in a 
little book called, in English, 
“A Memory of Solferino.” 


Written by a young Swiss named Henri Dunant, 
they told the story of what he had seen in “the most 
murderous blood bath of the century” . . . a battlefield 
strewn with the bodies of 40,000 killed and wounded. 


A delicate, high-minded young woman, an Ameri- 
can, read these words while she was recuperating in 
Switzerland from four years of bitter toil as a nurse 
on the battlefields of our Civil War. They brought 
back the scenes she, herself, had witnessed. They 
caused her there highly to resolve to establish in 
America the Red Cross. 


From that day forth Clara Barton devoted herself 
to this gigantic task. Through newspaper articles and 
pamphlets she stirred millions of her countrymen to 
the need. She never stopped until this country had 
signed the Treaty of Geneva, and she had made “the 
greatest mother in the world” a reality. 

Ir Is IMPORTANT TO NOTE that the “little book” which 
had such a profound influence on Clara Barton's life, and 
ours, was a true, human document. 


Ever since the printed word began to enlighten the dark- 
ness of the middle ages it has been the stories of people 
which have had such influence. 


Stories of their heartaches and sufferings . . . of their mis- 
takes and misfortunes . . . of their triumphs and achieve- 
ments . . . such as are carried into more than 7,750,000 
homes every week by The American Weekly. 


Not only their personal stories, but those of their great 
hope-giving discoveries . . . in science and medicine . . . in 
history and art... in music, religion and human relations. 
Told in such a way that they are vivid, understandable, and 
rememberable to millions, yet so authentic that they are 
used in the classrooms of many schools and colleges. 


Through such stories, The American Weekly, the maga- 
zine distributed through 20 great Sunday newspapers from 


When Dr. Appia presented this little book to Clara Barton, the American Red Cross was born. 


LITTLE saves 
men...on every battlefield! 


coast to coast, establishes and develops widely, throughout 
American life, that priceless habit of Reading . . . which, 
as Sir John Herschel said, exerts “a gentle but perfectly 
irresistible coercion over the whole tenor of a man’s char- 
acter and conduct.” 


Who, then, can doubt that the manufacturer who places 
his product or his company in such a setting is tying into 
the greatest force known in advertising? 


Your RED CROSS is at his side 


Today, the American Red Cross, which Clara Barton founded, 
saves lives, helps make life easier, happier, wherever our fight- 
ing men may go. So give generously to the Red Cross W. 
Fund solicitor who will call at your door in March. 


“The Nation’s Reading Habit” 


aw Genenat Morons Buoc., Dernorr. . . . . 101 Manterra Sr., ATtanta 


Main Office: 959 Eighth Avenue, New York City 
Branch Offices: Heanst Buoc.,Cmeaco.... 5 WINTHROP Square, Boston... Anacape Buioc., St. . . « Hanna 


. « Eptsow Busc., Los Ancetes .... . Heanst Bunc., San Francisco 
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